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HEALTHCARE 


Sudocrem  as  you've  n 
never  seen  it  before 


ANTISEPTIC  Cli A 


If  you  think  you  know  all  about  Sudocrem,  take  a  closer 
look.  One  of  the  best-loved,  brand-leading  names  now  has 
a  new  role  to  play,  as  an  essential  first-aid  cream. 

The  handy  30g  Sudocrem  tube  will  add  a  new 
dimension  to  your  display.  Unlike  most  antiseptic  creams, 
Sudocrem's  unique  formula  also  contains  ingredients  which 
actively  promote  the  growth  of  new  skin  cells,  helping  the 
healing  process. 

In  research,  mothers  gave  the  Sudocrem  tube  for 
scratches,  cuts  and  grazes  an  enthusiastic  welcome  -  and  it 
will  only  be  available  from  you.  So  with  impressive 
advertising  support  in  the  Women's  press,  plus  eyecatching 
point  of  sale,  all  you  have  to  do  is  stock  up  to  win  new  sales. 

Give  the  Sudocrem  tube  pride  of  place  with  your 
antiseptic  creams  and  watch  it  disappear  from  your  shelves. 


Sudocrem 


ANTISEPTIC  HEALING  CREAM 

Cuts  and  Grazes 


Fast  Aid  for  Little  Emergencies 


BOURNE  ROAD  BEXLEY  KENT  DA5  1NX  TELEPHONE  0322  91321 
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COMMENT 


uestion  time  at  the  Vantage  Convention  last  week  was 
a  lively  and  varied  affair  with  many  current  pharmacy 
concerns  voiced.  The  two  hot  potatoes  were  urban 
tor  dispensing  and  DoH  civil  servant  John  Merrills'  call 
for  pharmacy  to  drop  non-pharmacy  lines  and  concentrate 
on  medicines  and  self-care  —  health  promotion  and 
education,  advice  on  lifestyle,  on  diet  and  on  care  of  the 
elderly,  and  on  diagnosis  aids. 

Various  speakers  from  the  floor  were  concerned  about 
the  possible  effect  of  urban  doctor  dispensing  on  the 
viability  of  their  pharmacies,  should  it  be  introduced.  John 
McKay  of  Belfast  told  of  the  considerable  investment  made 
in  providing  consulting  rooms  in  his  refurbished  small 
pharmacy  group.  Despite  the  fact  that  the  feared 
amendment  has  yet  to  appear  at  the  Lords  Committee 
stage  of  the  NHS  Bill,  the  profession  will  do  well  to  keep  up 
its  parliamentary  lobbying.  For  although  he  was  speaking 
in  a  personal  capacity,  the  profession  will  find  little  solace  in 
Mr  Merrills'  comment  that  he  felt  it  right  for  the 
Government  to  look  at  professional  monopolies. 

Mr  Merrills  also  hit  below  the  belt  with  the  truism  that 
had  pharmacies  taken  initiatives  similar  to  Mr  Mckay's  in 


cost-plus  days,  then  they  would  have  been  rewarded  for 
doing  so.  But  Mr  Merrills'  belief  that  practice  audit  for 
pharmacists  is  likely  to  be  just  around  the  corner  should  be 
no  surprise.  His  advice  to  the  profession  to  set  up  its  own 
systems  rather  than  having  them  imposed,  must  be  sound. 
But  he  is  on  shakier  ground  with  his  call  to  pharmacists  to 
abandon  non-pharmacy  lines.  Few  will  quarrel  with  his  call 
to  drop  extreme  items  such  as  carpets  and  other  exotica, 
but  he  should  not  expect  traditional  items  such  as  toiletries, 
cosmetics  and  photographic  items  to  be  dropped.  Clive 
Murray's  concept  of  the  grocer/pharmacist  will  offend  few, 
after  all  pharmacists  are  well  able  to  both  sell  and  advise  on 
the  scientific  mysteries  of  hair  and  skin  products,  to  name 
but  two  markets.  Such  solid  custom  builds  traffic  flow  and 
enables  pharmacists  to  control  their  profit  and  destiny  in  a 
way  they  cannot  do  with  NHS  items. 

And  pharmacists  will  wonder  if  they  can  rely  on  the 
NHS  contract  in  the  future.  Mr  Merrills  believes  doctors 
get  upfront  money  for  what  they  want  because  they  set  out 
clear  plans  for  the  future,  clear  ideas  of  what  they  want,  and 
clear  research  showing  the  benefits  that  will  come  from 
changing  practices. . .  unlike  pharmacy! 
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NEWS 


FPC  not  to  pursue  Lloyds 
pay  complaints 


Birmingham  Family  Practitioner 
Committee  has  decided  not  to 
pursue  the  two  complaints  it 
received  about  Lloyds  Chemists 
pay  scales  after  the  two 
complainants  said  they  were 
satisfied  with  the  recompense 
offered  by  the  company. 

Lloyds  announced  two  weeks 
ago  that  they  are  to  make  ex  gratia 
payments  to  23  members  of  staff 
employed  as  shop  assistants 
during  the  two  years  up  to  March 
1989. 

FPC  general  manager  Alan 
Torbet  told  C&D  this  week: 
"The  two  complaints  that  we 
were  seeking  to  pursue  are  two  of 
what  we  now  understand  from 
Lloyds  are  23  cases  where 
because  of  internal  difficulties  the 
people  had  been  underpaid.  On 
the  basis  of  confirming  with  the 
two  complainants  that  they  were 
satisfied  with  the  recompense 
they  have  received,  and 
confirming  with  Lloyds  that  they 
pay  at  least  JIC  rates,  we  decided, 
after  discussions  with  the  Service 
Committee  chairman,  that  no 
purpose  would  be  served  in  taking 
the  matter  further." 

Mr  Torbet  said  he  would 
strongly  refute  any  suggestion 
that  Lloyds  would  get  treated  any 
differently  to  anyone  else.  "There 
is  no  suggestion  that  Lloyds  have 
deliberately  tried  to  pay  below  JIC 
rates.  The  information  given  to 
me,  which  I  have  discussed  with 
the  superintendent  pharmacist,  is 
that  the  problem  arose  because 
Lloyds'  systems  were  running 


behind  their  business 
development.  They  have  now 
recognised  that  underpayments 
were  made  and  are  trying  to 
rectify  them." 

The  question  of  Lloyds  paying 
the  minimum  rates  agreed  by  the 
National  Joint  Industrial  Council 
for  Retail  Pharmacy  was  first 


raised  in  the  House  of  Commons 
by  Labour  MP  Jeff  Rooker  (C&D 
February  17,  p388).  The  FPC 
agreed  to  look  into  the  complaints 
made  by  Mr  Rooker's 
constituents,  even  though  they 
were  received  after  the  eight 
week  time  limit  for  complaints  by 
individuals. 


6.5  per  cent 
not  enough, 
says  PSNC's 
Coleman 

An  increase  in  remuneration  of  6] 
per  cent,  in  the  Department  I 
Health's  revised  pay  offer,  whij 
an  improvement  from  the  3.5  pffi 
cent  of  the  earlier  offer  is  "qui! 
insufficient",  says  PSNC  vicl 
chairman  David  Coleman. 

Speaking  at  a  public  relation 
dinner  organised  by  the  Angj 
Region      of      the  RoyI 
Pharmaceutical  Society  last  wee] 
Mr  Coleman  said  that  6.5  per  eel 
was  not  enough  for  pharmacist 
faced  with  the  loss  of  the  cost  pi  J 
contract,  the  introduction  of  ti 
Uniform  Business  Rate  an 
increases  in  wage  scales  to  mat! 
inflation,  if  an  improved  service! 
to  be  provided.  "A  review  bodyl 
the  only  way  for  professions 
where  talk  of  strikes  is  not  on 
Mr  Coleman  said.  He  told  t 
audience  of  MPs,  Peers  ai 
representatives  of  a  number 
other  health  service  professio 
that  pharmacists  were  n 
prepared  to  endanger  patients 

Mr  Coleman  also  took  tl 
opportunity  to  attack  both  tl 
notion  of  increasing  prescripts 
charges,  and  the  £3.05  fee  itse 
"We  don't  believe  charging 
ever  increasing  amount  to  few) 
and  fewer  patients  can  ever  1 
worthwhile." 

New  scheduli 
for  baby  jab; 

A  new  national  immunisati 
schedule  being  operated  frc 
May  1  sees  babies  immunis' 
against  diphtheria,  tetanu 
whooping  cough  and  polio  at  tw 
three  and  four  months.  It  replac 
existing  immunisations  at  thre 
five  and  ten  months. 

The  Department  of  Heal 
says  children  will  now  ! 
protected  from  the  earlie 
possible  age  and  the"  age  whi 
they  are  most  at  risk.  Tl 
Department  also  hopes  the  ne 
schedule  will  boost  immunisatii 
rates  as  it  will  be  completed  wh< 
clinic  contact  is  most  regular. 

MMR  immunisation  w 
continue  at  12-15  months. 

CPs'  negotiators'  leader  Dr  Micha 
Wilson  has  said  he  will  not  stai 
again  as  chairman  of  the  BMA 
General  Medical  Service 
Committee,  though  he  will  1 
seeking  re-election  to  tl 
Committee  itself. 


Vet  fee  increases  delayed 


The  proposed  increases  in  licence 
fees  for  veterinary  medicines  have 
had  to  be  postponed  from  April  1 
to  June  1  because  Ministers  are 
still  considering  protests  from  the 
industry. 

The  fees  will  still  go  up  but  the 
proposed  balance  between  capital 
and  turnover  fees  will  change.  A 
spokeswoman  from  the 
Veterinary  Medicines  Directorate 
told  C&D  that  the  overall  amount 
to  be  collected  will  be  the  same 
but  there  will  be  a  smaller  increase 
in  the  capital  fees  and  more 
emphasis  on  fees  based  on 
turnover.  The  exact  amounts 
have  yet  to  be  decided. 

The  VMD  is  now  proposing 
new  fees  for  manufacturers'  and 
wholesale  dealers'  licences  and 
for  testing  biological  products.  A 
veterinary  only  manufacturers' 
licence  will  go  up  from  £1,000  to 
£1 ,700  and  renewals  from  £500  to 
£850.  Veterinary  only  wholesale 
dealers'  licences  would  increase 
from  £650  to  £1 ,105  and  renewals 
from  £325  to  £550.  Standard 


variations  would  increase  from 
£175  to  £300  in  both  cases. 
Further  increases  are  proposed 
for  site  inspections. 

The  VMD  has  agreed  to 
change  the  present  testing 
system  for  biological  products  to 
one  which  reflects  more  closely 
the  nature  of  the  product  and 
therefore  the  amount  of  testing 
required. 

Products  will  be  allocated  to 
one  of  four  categories  on  the  basis 
of  type  and  costs  of  the  tests  to  be 
undertaken  and,  for  licences 
already  held,  the  number  of 
batches  submitted  and  frequency 
of  testing  in  the  previous  year. 
The  proposed  fees  range  from 
£500  to  £7,000. 

■  Proposed  licence  fee  increases 
and  the  inclusion  of  "economic 
need"  in  the  criteria  for  product 
licensing  could  seduce  the 
numbers  of  animal  medicines, 
Richard  Crow,  outgoing 
chairman,  National  Office  of 
Animal  Health,  told  a  Press 
conference  last  week. 
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Two  who  wanted  pharmacist  to 
produce  Ecstasy  convicted 


Two  Essex  men  have  been 
convicted  by  a  jury  at  Leeds 
Crown  Court  of  trying  to  involve  a 
Yorkshire  pharmacist  in  a  plot  to 
make  £5m  worth  of  illegal  Ecstasy 
tablets. 

Alan  Barnes,  35,  of  Newmans 
Drive,  Hutton,  and  Ralph  James 
Ankers,  33,  of  Mott  Street, 
Loughton,  were  both  found  guilty 
of  inciting  pharmacist  Thomas 
Chapman  to  become  involved  in 
the  production  of  3,4 
methyldioxymethamphetamine, 
or  Ecstasy. 

The  men  were  not  sentenced 
pending  inquiries  into  Barnes' 
financial  affairs  for  consideration  of 
seizure  of  assets  under  the  Drugs 
Trafficking  Offences  Act. 

Mr  Chapman,  a  director  of 
lepson's  Chemists,  of  Bank 
Street,  Brighouse,  had  told  the 
iury  that  a  man  first  called  him  at 
home  and  arranged  a  meeting  at 
his  factory.  He  said  a  "new 
product"  was  mentioned  and  at 
[that  stage  he  wasn't  suspicious. 

But  when  the  man,  who  gave 
his  name  as  Alan  Barnes,  made 
the  visit  on  November  25,  1988, 
and  showed  him  a  piece  of  paper 
with  chemical  formulae  on  it,  he 
realised  that  he  wanted  an  illegal 
amphetamine-based  drug. 

He  said  they  had  discussed  his 
production  facilities  which  was 
quite  normal  for  clients,  but  then 
■(Barnes  had  said:  "I  want  to  put  a 
proposition  to  you  which  is  not 
trictly  legal." 

Mr  Chapman  said  he  was  not 
particularly  worried  at  that  stage 
jecause  it  was  possible  to  carry 
3Ut  certain  drug  processes  abroad 
which  were  not  allowed  in  the  UK . 
But  then  he  was  shown  the 
formula. 

He  said  he  was  not  a  chemist, 
)Ut  he  knew  from  reading 


pharmaceutical  journals  that 
Ecstasy  "was  one  of  those 
hallucinatory  drugs  taken  at 
parties." 

Mr  Chapman  told  the  jury  that 
he  said  to  Barnes  and  the  man  with 
him  that  he  was  not  interested, 
but  agreed  to  give  them  some 
technical  help  with  the  chemistry 
just  to  get  rid  of  them.  In  fact,  he 
alerted  the  police  and  they  bugged 
his  office . 

When  Mr  Barnes  and  Mr 
Ankers  returned  for  a  further 
meeting  on  December  6,  their 
conversation  was  taped. 

It  was  during  that  meeting  that 
Barnes  produced  £15,000  in  cash 
hoping  that  the  sight  of  it  might 
overcome  Mr  Chapman's 
reluctance.  Barnes  told  him  that 
he  should  decide  whether  he  was 
the  sort  of  person  who  could  seize 
opportunities  when  they  were 
presented  to  him  and  become  "a 
j .  R .  E  wing  and  get  what  you  want 
out  of  life." 

There  was  some  discussion 
about  how  the  tablets  could  be  put 
into  blister  packs  and  a  detective 
posing  as  an  employee  even 
showed  the  men  some  samples  of 
the  product. 

The  jury  heard  that  Mr 
Chapman  pretended  to  go  along 
with  the  scheme.  He  told  Mr 
Barnes  he  could  get  some 
chemicals  from  a  supplier,  but 
would  need  £4,000  in  cash.  When 
Mr  Ankers  and  Mr  Barnes  arrived 
the  next  day  with  the  money  the 
police  were  waiting. 

Barnes  told  the  jury  he  had 
never  meant  anything  illegal.  He 
said  he  was  making  a  legitimate 
business  inquiry  on  behalf  of  an 
Arab  businessman  about  a 
chemical  to  be  used  in  a  drug  for 
helping  people  with  alcohol 
problems.  He  said  it  was  never 


Hatfield  Peverel 
appeal  dismissed 


doctors  have  lost  their  appeal 
against  a  Rural  Dispensing 

•ommittee  decision  to  approve 
(applications  from  four  pharmacists 
to  dispense  in  the  Essex  village  of 
Hatfield  Peverel. 

The  Secretary  of  State 

lecided  that  while  approval  of  the 
application  would  have  a 
(substantial  adverse  effect  on  the 
.ncome  of  the  Hatfield  Peverel 
practice  which  could  lead  to  its 

eorganisation  and  some 
[eduction  in  services,  any  such 
Changes  and  the  effect  on  a 


dispensing  practice  in  nearby 
Witham  would  not  prejudice  the 
proper  provision  of  general 
medical  services  anywhere. 

C&D  understands  two  of  the 
pharmacists  making  the  original 
application  are  still  interested  in 
obtaining  premises.  Patients  living 
within  one  mile  of  the  pharmacy 
will  become  prescribing  only 
patients  of  the  Witham  practice 
three  months  after  the  pharmacy 
opening  and  of  the  Hatfield 
practice  nine  months  after 
opening. 


intended  to  make  Ecstasy. 

Mr  Ankers  said  he  had  just 
been  the  driver,  he  had  sat  in  on 
the  business  meeting,  but  had 
nothing  to  do  with  them. 

Vets  urged  to 
write  scripts 

A  vet  a  recent  veterinary 
conference  that  no-one  was  better 
qualified  than  pharmacists  in  the 
storage  and  pharmacological 
effects  of  medicines. 

Speaking  at  a  National  Office  of 
Animal  Health  presentation  before 
the  recent  BSAVA  Congress  in 
Harrogate,  Nigel  Taylor,  who  has 
a  small  animal  practice  in 
Plympton,  Devon,  suggested  that 
vets  should  write  prescriptions  for 
their  clients'  drug  needs,  as 
happens  in  Denmark,  so  that 
pharmacists  could  dispense  them. 

The  vet's  incapacity  even  to 
label  and  package  wormers 
satisfactorily  gave  a  poor 
professional  image,  he  said.  This 
would  have  to  change  in  the  near 
future:  "We  must  demonstrate 
we  can  manage  our  'pharmacies' 
in  a  responsible,  accountable 
way,"  he  said.  Another 
veterinarian,  Mr  D.D.  Pout, 
agreed  there  was  merit  in  not 
having  to  carry  expensive 
dispensary  stock. 

Michael  Reynolds,  a 
pharmacist  from  Highcliffe, 
Dorset,  and  Vetchem  Ltd 
chairman,  put  the  pharmacist's 
case  for  more  involvement  in  the 
animal  medicine  distribution  chain. 

During  discussions  on  how  to 
promote  co-operation  between 
the  professions  it  was  suggested 
that  siting  animal  vaccination 
posters  in  pharmacies  could 
encourage  preventive  medicine. 


Gastro  Guide 

The  Gastro  Guide  is  a  list  of  self- 
help  and  support  organisations  for 
people  suffering  from  digestive 
diseases  and  liver  disorders.  It 
also  includes  organisations 
catering  for  those  with  eating 
problems,  alcohol  addiction  and 
AIDS. 

The  guide,  sponsored  by 
Janssen  Pharmaceutical  and 
written  by  Dr  John  Mayberry  of 
Leicester,  contains  entries  which 
are  mainly  of  groups  which  offer 
national  or  international  help.  It  is 
available  from  Janssen 
Pharmaceutical  representatives. 


Government 
weighs  up 
patent  issue 

The  Government  has  given  fresh 
assurances  that  it  will  not  be 
rushed  into  agreeing  new 
proposals  from  the  European 
Commission  to  restore  patent 
protection  for  pharmaceutical 
innovation. 

Viscount  Ullswater,  a 
Government  spokesman  in  the 
House  of  Lords,  stressed  that  the 
Council  of  Ministers  of  the 
European  Community  was  still 
waiting  for  the  proposals  to  be 
submitted  to  it  in  official  form.  He 
explained  that  the  Commission 
was  seeking  to  introduce  a 
supplementary  protection 
certificate  for  medicinal  products. 

He  said:  '  'The  grant  of  such  a 
certificate  would  extend  the 
period  of  protection  of  a  new 
medicinal  product  beyond  that 
conferred  by  the  relevant  patent 
by  a  period  equal  to  the  patent  life 
lost  in  obtaining  marketing 
approval,  minus  four  years, 
subject  to  a  maximum  extension  of 
ten  years". 

Lord  Ullswater  said  the 
Commission  believed  this  formula 
would  provide  new  patent  drugs 
with  a  period  of  monopoly  which 
was  consistent  with  that  in  other 
sectors  of  technology. 
Transitional  provisions  for  certain 
drugs  recently  patented  were  also 
envisaged. 

Lord  Ullswater  said  the 
Government  was  assessing  the 
proposals.  A  balance  had  to  be 
struck,  he  said,  which  took 
account  of  the  generic  industry, 
since  extending  the  patent  term 
would  defer  the  onset  of 
competition  and  might  have  a 
direct  effect  on  drug  availability 
and  probably  drug  prices. 

Lord  Ullswater  told  Peers  that 
the  period  of  life  of  the  voluntary 
pharmaceutical  price  regulation 
scheme,  which  provided  a  means 
of  containing  profits  and, 
therefore,  prices,  would  be 
considered  in  the  light  of  the 
movement  towards  establishing  a 
single  market. 

Lord  Hacking  (Ind),  who 
opened  a  debate  on  the  issue, 
urged  the  Government  to 
recognise  that  the  case  for 
supporting  the  pharmaceutical 
industry  was  "overwhelming", 
and  to  avoid  conflict  over  the 
Commission's  proposals. 

He  recalled  that  the  House  of 
Lords  Select  Committee  on 
Science  and  Technology  had 
called  on  the  Government  to 
ensure  that  the  industry  was 
afforded  levels  of  protection 
similar  to  that  in  competing 
countries. 
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NPA  Board  opposes 
demise  of  RDC 


The  National  Pharmaceutical 
Association  has  added  its  voice  to 
those  opposing  the  abolition  of  the 
Rural  Dispensing  Committee. 

At  its  April  meeting,  in  reply  to 
a  draft  health  circular  on 
"Applications  for  Dispensing 
Contracts  and  Rurality 
Decisions",  NPA  Board 
members  voiced  their  concern 
about  the  proposed  abolition  of  the 
RDC.  In  a  letter  to  the 
Department  of  Health,  they 


The  Proprietary  Association  of 
Great  Britain  is  calling  for 
renewed  efforts  to  extend  the 
uses  of  over  the  counter 
hydrocortisone.  This  follows  a 
proposal  from  the  US  Food  and 
Drug  Administration  that  the 
maximum  concentration  in  US 
products  be  increased  from  0.5 
per  cent  to  1  per  cent. 

Additionally,  the  FDA  is 
proposing  that  the  indications  for 
use  of  all  OTC  strengths  will  be 
the  same.  Unlike  the  UK,  where 
OTC  hydrocortisone  is  indicated 
only  for  irritant  dermatitis,  contact 
allergic  dermatitis  and  insect  bite 
reactions,  other  indications  in  the 
US  include  rashes  due  to  eczema 
and  minor  genital  and  anal 
conditions  causing  itch. 

Comparing  the  indications  in 
the  UK  with  those  in  the  US  begs 
the  question  as  to  whether  the  full 
benefits  of  such  products  are 
being  exploited  in  this  country, 
says  The  Proprietary  Association 
of  Great  Britain.  Most 
controversy  surrounds  the  failure 
to  indicate  for  eczema,  as 
pharmacist  have  to  refuse  to  sell 
products  to  patients  who  may 
have  been  recommended  them  by 
their  GPs,  says  the  PAGB. 

Tenuate 
Dospan 

Merrell  Dow  are  asking  all 
pharmacist  to  check  their  stocks 
of  Tenuate  Dospan  tablets  after  a 
pack  was  found  to  contain  a  blister 
strip  of  Merbentyl  lOmg.  The 
company  believes  it  to  be  an 
isolated  incident  but  is  asking  for 
any  similar  findings  to  be  reported 
to  the  Medical  Department, 
Merrell  Dow  Pharmaceuticals 
Ltd.  Tel:  081-848  3456. 


declared:  "We  simply  do  not 
understand  why  such  a  wealth  of 
experience  should  be  discarded, 
especially  when  the  body  which 
has  accumulated  that  experience 
is  held  in  such  esteem  and 
regarded  with  such  obvious 
respect  by  all  who  are  affected  by 
its  decisions."  The  Board  also 
asked  for  the  term  '  'pharmacist" 
to  be  used  rather  than  "chemist" 
in  "statutory  instruments  and 
other  official  documents". 


OTC  marketing  of  the  higher 
strength  will  begin  in  the  US  after 
the  FDA  has  evaluated  all 
comments  on  the  proposal. 


Parent  pager 

Armour  Pharmaceutical,  a 
subsidiary  of  Rorer  has  got 
together  with  British  Telecom  and 
the  Haemophilia  Society  to  launch 
a  free  paging  service, 
Armourpage,  for  the  parents  of 
children  with  haemophilia. 

The  tone  pager  frees  parents 
from  having  to  be  constantly  close 
to  a  phone  while  a  child  is  at  school 
for  fear  of  accidents.  Using 
Armourpage,  the  school  simply 
dials  a  10-digit  number  which 
automatically  activates  the  tone 
pager,  warning  the  parents  they 
are  urgently  required. 

DTB  on 

Prozac 

There  is  no  evidence  that  Prozac 
(fluoxetine)  acts  quicker  than 
conventional  tricyclics 
|  antidepressives  or  that  it  is 
effective  in  patients  who  do  not 
respond,  according  to  the 
Consumers'  Association  Drug  & 
Therapeutics  Bulletin.  And  at 
present  it  is  "extremely 
expensive",  says  the  report. 

The  antidepressant  launched 
by  Dista  and  Lilly  last  year  may, 
however,  have  a  place  in  the 
treatment  of  obese  patients  with 
pathological  depression,  says  the 
Bulletin.  This  is  because  it  may 
cause  anorexia  rather  than 
stimulate  appetite.  It  is  unsuitable 
for  sad,  fat  people  who  despair  of 
losing  weight. 


On  the  issue  of  the  patients' 
right  to  choose  whether  to  go  on  a 
rural  doctors'  prescribing  or 
dispensing  list,  the  Board 
declared,  "Patients  registering 
with  'dispensing  doctor'  practices 
are  simply  told  to  'sign  here',  so 
that  they  can  get  their  medicines 
from  the  surgery ...  no  matter  how 
conveniently  located  the  nearest 
pharmacy  may  be.  In  our  view 
there  must  be  clear  guidance  to 
GPs  not  only  on  the  need  to  give 
patients  freedom  of  choice  but  also 
how  that  freedom  should  be 
exercised". 

The  rule  enabling  dispensing 
doctors  to  supply  medicines  to  all 
temporary  residents  "is  wrong, 
anomalous  and  must  be 
abolished. . .  it  is  a  nonsense  that. . . 
temporary  residents  should  have 
to  walk  past  a  pharmacy...  in 
order  to  get  NHS  medical  supplies 
from  surgery  premises  which  are 
frequently  closed". 
Pharmacy  Healthcare  scheme  re  launched 
The  Board  was  pleased  that  the 
Pharmacy  Healthcare  Scheme  had 
recently  been  re-launched.  The 
scheme  is  run  jointly  by  the  Health 
Education  Authority,  the  Royal 
Pharmaceutical  Society,  the 
Family  Planning  Association, 
Boots,  the  Scottish  Health 
Education  Group  and  the  NPA. 
Every  pharmacy  is  being  sent  a 
new  leaflet  stand,  together  with  a 
booklet  encouraging  pharmacists 
to  take  part  in  the  leaflet 
distribution  as  part  of  their  health 
education  activities. 

Two  videos  are  to  be  produced 
under  the  scheme.  The  first  would 
encourage  pharmacists  to  take 
part  in  health  education,  while  the 
second  would  be  for  pharmacists 
to  use  in  their  role  as  health 
educators. 

Third  regional  conference  Following 
the  success  of  recent  one-day 
NPA  conferences  in  Warrington 
and  Consett,  the  Board  was 
pleased  to  hear  of  plans  for  a  third 
conference  to  be  held  in  Sheffield 
on  Sunday  July  1. 
CTPA  Retail  Liaison  Group  Director 
Tim  Astill,  reported  on  the  first 
meeting  of  the  Retail  Liaison 
Group  of  the  Cosmetic,  Toiletry 
and  Perfumery  Association. 
Among  the  subjects  discussed  had 
been  animal  testing,  tamper- 
evident  packaging,  environmental 
labelling  and  price  marking,  which 
will  be  made  compulsory  from  July 
on  all  goods  displayed  for  sale  in 
shops. 

Postgraduate  training  In  the  light  of 
current  Royal  Pharmaceutical 
Society  discussions  about 
introducing  a  split  pre-registration 
year  for  pharmacists,  the  Board 
considered  its  view.  Discussion 
touched  on  the  wider  question  of 
vocational  training,  and  the  Board 
felt  strongly  that  every  pharmacist 
left  in  sole  charge  of  a  retail 
pharmacy  —  albeit  only  for  a 
limited  period  —  should  have  at 
least  six  months'  experience  of 
community  pharmacy.  This  would 


mean,    for    example,  that'i 
pharmacists  who  had  worked  their 
pre-registration  year  in  hospital  or 
industrial  pharmacy  would  need  to  . 
gain    community    pharmacy  i 
experience  before  they  would  be 
able    to    take    up  locumli 
appointments  in  community] 
pharmacies. 

EC  pharmacy  specialisation  Board 
members  voted  to  support  the! 
Royal  Pharmaceutical  Society's! 
position  on  a  Europeans 
community  pharmacy  vocational 
qualification.  Consequently,  at  the 
forthcoming  Annual  Genera; 
Assembly  of  the  EEC  Pharmacy 
Group  in  June,  the  UK  delegatior 
would  be  able  to  vote  unanimoush 
in  favour  of  community  pharmacj 
specialisation,  and  that  it  be  c 
requirement  for  pharmacy 
ownership. 

Mr  Worby,  a  member  of  the 
EC   delegation,   felt  it  was 
important  that  specialisatior. 
should  not  be  a  requirement  tc!i 
practice  in  a  particular  branch  o: 
pharmacy,  and  that  pharmacists:; 
should  remain  free  to  move  with; 
the  European  Community,  ancj 
between  hospital  and  community 
practice.  However,  a  European; 
Hospital  pharmacy  specialisation  i 
was  inevitable  and,  without  M 
similar  qualification,  community 
pharmacy  would  be  in  danger  0; 
becoming  a  second-rate  branch  oi^ 
the  profession. 

Award  for  retiring  chairman  Retiring 
chairman  Roy  Jones  was  made  ar 
honorary  NPA  member  ir 
recognition  of  his  dedication  to  the 
Association  since  his  election  tcl 
the  Board  in  1983.  On  behalf  of  the' 1 
Board,  Mr  Watson  thanked  hirr 
especially  for  the  tireless  energy  I 
he  had  shown  in  representing  the 
interests  of  NPA  members  anc  1 
community  pharmacy  during  his 
year  as  chairman. 

Mr  Jones  said  he  felt  honourec 
by  the  award.  "If  the  NPA  has  got 
back  just  half  the  value  of  the 
pleasure,  comradeship  anc 
fellowship  I've  received  in  mj 
years  on  the  Board,  then  m> 
efforts  have  been  worthwhile." 
Re-Solv  membership  The  Boarc 
decided  unanimously  to  renew  the 
NPA's  membership  of  Re-Solv. 
the  association  dedicated  tc 
preventing  solvent  abuse. 
Women's  magazine  initiative  The  NPA 
is  to  hold  a  series  of  small  Press; 
receptions  for  health  and  medica; 
editors  from  selected  high-1 
circulation  women's  magazines. 
Board  members  heard  that  the 
NPA's  public  affairs  department  is! 
keen  to  develop  a  higher  profile 
with  this  important  media  sector.; 
Pilot  healthcare  magazine  A  pilot  ^ 
magazine  is  to  be  produced  to  see, 
whether  a  consumer  health  care 
magazine  can  be  successfully 
distributed  through  pharmacies. 
Board  members  agreed  that  1 ,000 
NPA  members  should  be  asked  to 
take  part  in  the  pilot  test,  to  be 
funded  by  the  NPA  Health 
Education  Trust. 


More  uses  for  OTC 
hydrocortisone,  says  PAGB 
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A  timely 
proposal 

I'm  not  familiar  with  the  fine  print 
in  the  doctor's  new  contract  but  I 
am  concerned  at  the  effect  it  is 
having  on  prescribing  habits.  It  is 
the  latest  in  a  series  of  events 
which  have,  over  the  past  10 
years,  effectively  reduced  the 
remuneration  of  every  pharmacy. 

In  the  light  of  these  changes  I 
Was  comforted  to  see  Terry 
Hannawin,  Pharmaceutical 
Contractors  Committee  chairman 
spoke  at  this  year's  annual  dinner. 
The  PCC  uses  this  occasion  to 
wine  and  dine  influential  people  to 
get  pharmacy's  message  across. 

His  call  for  a  Northern  Ireland 
iworking  party  to  look  at  new 
services,  was  a  well  considered 
and  timely  proposal.  He  knows  we 
cannot  afford  to  be  tardy  adapting 
to  new  niches  and  we  need  a 
(corporate  approach  ideally  driven 
by  the  PCC  (C&D  March  31). 


'The  PCC  has  been 
dogmatic  and  narrow- 
minded  in  its 
maintenance  of  a  supply 

function  contract" 

If  we  consider  that  within 
pharmacy  practice  there  are  three 
levels  —  the  primary  level,  dealing 
kvith  clients  who  are  healthy  and 
[keeping  them  healthy;  the 
[secondary  level,  responding  to 
(symptoms;  and  the  tertiary  level, 
ensuring  the  proper  use  of  the 
(medicines  we  dispense  —  there  is 
plenty  of  room  for  new  services. 

For  example,  at  the  primary 
level  we  could  take  on  active  role 
lin  health  promotion.  We  could 
distribute  leaflets  on  health  issues, 
(provide  poster  displays  or 
diagnostic  tests.  At  the  secondary 
level  we  could  be  responding  to 
symptoms  and  managing  them 
appropriately.  At  the  tertiary  level 
we  could  be  managing  patient 
compliance  and  giving  particular 
attention  to  problem  groups. 

We  have  been  providing  all 
these  services  for  many  years  for 
no  remuneration.  The  problem  is 
not  solely  with  the  DHSS,  but  I 
feel  the  PCC  must  bear  some  of 
the  blame.  It  has  been  dogmatic 
and  narrow-minded  in  its 
maintenance  of  a  supply  function 
contract  and  it  is  sad  that  this 
contract  has  been  fundamental  to 
the  financial  attrition  we  are 
experiencing  at  present. 

It  will  take  men  with  vision  and 
a  strong  stomach  to  achieve  the 
type  of  contractural  changes 
which  will  ensure  the  survival  of  a 
decent  standard  of  living  for  us. 

From  a  practising  Northern 
Ireland  community  pharmacist. 


TOPICAL  REFLECTIONS 


Patient  power 

Jackie,  my  dispensing 
assistant,  called  me  stupid 
the  other  day  when  once 
again  I  corrected  an  error  on 
a  computer-generated 
repeat  prescription  so  as 
not  to  inconvenience  the 
patient.  "So  long  as  you  are 
prepared  to  sort  it  out  over 
the  telephone,  neither  the 
surgery  nor  the  patient  will 
do  anything".  She  was 
right,  of  course. 

This  problem  has 
continued  for  many  months, 
so  this  week  I  took  a  stand 
and  have  sent  each 
incorrect  script  back  to  the  surgery  with 
the  patient,  and  an  explanation.  I  haven't 
received  many  apologies  but  all  the 
patients  have  returned  with  corrected 
scripts  and  a  satisfied  comment  to  the 
effect:  '  'That  will  not  happen  again' ' !  With 
their  new  contract  and  plenty  of  choice  for 
the  patient  the  local  doctors  are  beginning 
to  look  over  their  shoulders .  If  I  complain 
—  nothing.  But  if  the  patient  complains  — 
action! 

Pharmacists  lose 
'say'  on  FHSAs 

So  now  we  have  it.  Contractor 
pharmacists  will  no  longer  have  any  say  in 
how  the  new  Family  Health  Service 
Authorities  make  decisions  on  dispensing. 
Arrangements  may  be  changed  which 
could  effectively  prevent  a  pharmacist 
from  continuing  to  practise  his  profession 
while  he  or  his  representatives  have  no 
say  in  the  matter,  indeed,  may  never  even 
be  consulted!  Leave  to  appeal  to  the 
Regional  Health  Authority  is  then  the  only 
recourse,  a  committee  which  will  be  even 
more  faceless 

What  of  the  doctors  in  all  this?  They 
may  still  apply  to  practise  another's 
profession  on  the  grounds  of  patient 
convenience.  When  will  Government 
recognise  that  pharmacists  live  or  die  by 


their  profession,  whereas 
some  doctors,  safe  in  their 
own  monopolistic  citadel, 
abuse  the  system  to  feather 
their  own  nests  and  without 
a  thought  for  the 
consequences  to  the  patient 
or  a  sister  profession. 

The  Rural  Pharmacists 
Association  fights 
tenaciously  for  the  rights  of 
pharmacists  and  the  right  of 
the  rural  patient  to  a  full 
pharmaceutical  service. 
Most  of  its  activities  have  so 
far  appeared  rearguard,  but 
perhaps  now  is  the  time  to 
take  the  offensive.  It  should 
join  with  RPSGB  and  PSNC 
to  press  the  Government  to  give  the 
FHSAs  genuine  authority,  and  instruct 
them  that  all  patients  shall  have  access  to 1 
NHS  pharmacy  contracted  services,  and 
that  all  contracted  pharmacies  shall  ensure 
accessibility  to  this  service.  A  new 
contract  for  pharmacy  contractors  will  be 
required,  probably  far  more  onerous  than 
presently  enforced,  but  the  ideal  of  a  total 
service  could  be  the  reward. 

Render  unto 


C3GS3H.. 


I  react  with  impotent  fury  at  the  customer 
who  enters  the  pharmacy  armed  with  a 
bag  full  of  pharmaceutical  goodies  from 
Superdrug,  and  then  requests  the  only 
"P"  item  left  on  their  shopping  list. 
Imagine,  then,  the  equivalent  reaction  of 
the  optician  to  the  patient' s  request  for  an 
eye  test  and  prescription  on  the 
suggestion  of  the  local  pharmacist,  who 
will  also  then  supply  the  lenses  and  frames 
at  a  "very  competitive  price". 

I  have  no  desire  to  deprive  the  optician 
of  his  livelihood,  for  without  that  he,  no 
more  than  I,  can  practise  his  profession. 
The  Opti-shop  concept  {C&D,  April  28) 
encourages  me  to  do  just  that.  But  I  still 
respect  my  professional  colleagues  and 
will  honourably  continue  to:  "Render  unto 
Caesar  the  things  which  are  Caesar's. ' ' 
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Fuji  moves 
to  improve 
sector  sales 

In  a  major  move  to  improve  their 
penetration  in  the  independent 
pharmacy  sector  Fuji  are  planning 
a  £lm  advertising  campaign, 
launching  a  new  film,  and  taking  on 
a  new  distributor. 

The  advertising  campaign  is 
targeted  on  the  London  Weekend 
area  and  will  promote  the 
company's  one-use  camera,  the 
Quicksnap.  The  activity  starts  on 
May  4  when  an  LWT  telegram  will 
arrive  at  all  the  pharmacists  in  the 
region  telling  them  to  watch  ITV 
on  Sunday,  May  6  at  12.20pm, 
when  divisional  manager  Roy 
Sealey  will  star  in  a  trade 
advertisement  explaining  the 
details  of  the  campaign.  The 
campaign  itself  begins  May  28  and 
runs  for  4  weeks. 

Fuji  have  made  a  distribution 
agreement  with  Tambrands  who 
will  be  carrying  out  a  distribution 
drive  in  May  in  the  LWT  area. 
This  is  intended  to  maximise  the 
effect  of  the  June  advertising 
campaign. 

The  company  is  also  intending 
to  launch  a  new  film,  Reala,  in 
June-July.  This  features  an 
additional  layer  of  emulsion 
designed  to  make  skin  tone 
reproduction  match  more  closely 
the  colours  perceived  by  the  eye. 
This  ISO  100  negative  film  is 
aimed  primarily  at  the  SLR  user. 

Fuji  are  also  planning  to  launch 
Fujicolor  Super  HG  1600  and 
Super  HG  100  films  to  replace  the 
HRII  series  of  print  film.  The  two 
new  films  will  complete  the 
company's  super  HG  series.  Fuji 
Photo  Film  (UK)  Ltd.  Tel: 
071-5865900. 


Brewhurst  Health  Food  Supplies  have 
been  appointed  as  sole  UK 
distributors  for  Colora  Inc.  the 
American  manufacturer  of  Colora 
Henna  —  a  range  of  natural  hair 
colorants.  Colora  is  available  in  12 
colours  (2oz  £1.95)  with  a  trade 
price  for  12  packs  of  £13.59, 
giving  a  33  per  cent  margin,  says 
the  company.  Brewhurst  Health 
Food  Supplies  Ltd.  Tel:  0932 
354211. 


Kodak  click  with 
compact  camera 


Kodak  have  launched  a  new 
compact  camera  (£39.99), 
introduced  a  new  minilab  system, 
and  are  running  a  major  support 
package  including  a  £6m  TV 
advertising  campaign. 

The  Kodak  635  camera  is  a 
motor  driven  fixed  focus  flash 
camera  with  contemporary 
styling,  aimed  at  the  general 
camera  user.  It  is  extremely 
simple  to  load  and  even  the  most 
inexperienced  photographer 
should  be  able  to  get  reliable  and 
good  quality  pictures,  Kodak  say. 

The  built  in  flash  is  activated  by 
pushing  the  lens  cover  button 
over  an  extra  notch,  and  a  flashing 
indicator  light  on  top  of  the  camera 
reminds  the  user  to  return  to  flash 
to  "off"  position  and  so  save  the 
batteries. 

The  motor  drive  both  winds 
the  film  forward  and  rewinds  once 
the  film  has  been  exposed. 

Kodak's  new  minilab  system  is 
the  22R,  and  has  been  introduced 
very  much  with  non-specialist 
photoprocessing  business  in  mind. 
The  22R  is  a  small  system  which 
could  fit  in  the  back  of  a  retail 
pharmacy,  and  can  be  efficiently 
operated  by  one  person. 

The  22R  is  aimed  at  the  level 
of  business  which  might 
realistically  want  to  handle  up  to 
100  films  in  a  day.  In  direct 
comparison  with  the  52R,  which 
can  handle  up  to  50  24  exposure 
films  per  hour,  the  22R  can 


process  20  in  the  same  time. 

Because  it  has  been  designed 
specifically  for  the  low  volume 
user  it  has  been  made  easy  to  use , 
with  a  scanner  to  classify 
negatives  for  both  colour  and 
density  and  a  bar  code  reader  to 
detect  the  DX  codes  on  35mm 
films.  It  costs  around  £40,000; 
alternatively  there  are  leasing 
arrangements. 

Kodak  have  also  completely 
revised  their  quality  support 
system  for  processing  with  the 
launch  of  their  Kodak  Express 
quality  control  service. 

Kodak's  team  of  quality 
auditors  will  call  on  retailers  at  the 
beginning  of  the  season  and  check 
the  retailer  understands  how  to 
use  his  or  her  equipment 
properly.  They  will  ask  to  see 
some  20  completed  customer 
orders  to  make  sure  they  are  up  to 
standard,  and  help  the  retailer  to 
get  the  most  out  of  his  equipment 
if  there  are  problems.  There  will 
be  a  £100,000  retail  quality  award 
scheme  with  prizes  for  retailer  of 
the  year,  and  the  most  improved 
outlet. 

Kodak  will  be  running  two 
separate  advertisements 
throughout  the  high  season  for 
film  sales;  the  first  will  promote 
Ektar,  the  photo  enthusiast  film; 
the  second  will  be  aimed  at  the 
general  picture  taker,  and  covers 
Kodak's  best  selling  Kodacolor 
Gold.  Kodak.  Tel:  0442  61122. 


Duracell 
give  away 
free  films 

Duracell  are  running  a  free  Fuji 
film  promotion  this  Summer. 

They  are  giving  away  a  24 
exposure  35mm  film  worth  £2 .89 
free  when  the  customer  sends 
proof  of  purchase  of  two  special 
promotion  packs,  or  a  single 
MN1300,  MN1400  or  MN1500 
promotion  multipack.  (There  is 
also  a  small  charge  for  packing  and 
postage). 

The  company  is  also  producing 
a  special  MN1500  six  pack  which 
also  qualifies  the  customer  for  a 
free  film. 

The  promotion,  which  starts  in 
June,  will  be  backed  by  display 
material.  Duracell.  Tel:  0293 
517527. 


Snappy  offer 
from  Swains 

Swains  are  running  a  special 
promotion  on  Polaroid  635  CL 
cameras  until  the  end  of  June. 

They  are  offering  camera  kits 
containing  the  camera,  a  film,  and 
a  camera  case  for  just  £23 . 99  each 
if  the  minimum  order  is  three  or 
more.  This  compares  to  the  guide 
price  for  the  camera  only  of 
£29.99. 

If  the  retailer  sells  the  kit  at 
£34.99  this  will  provide  improved 
value  for  the  customer  and  the 
retailer  alike,  say  Swains.  Tel: 
0485334711. 


The  May  top  ten  offers  from  AAH 
include:  Cow  &  Gate  baby  meals 
(stage  1);  Robinson's  infant 
meals;  (standard);  Lynx;  Impulse; 
Natrel  Plus;  Allereze;  Nivea; 
Duracell  batteries;  Band  Aid 
plasters  and  Pennywise  STs. 
AAH  Pharmaceuticals.  Tel:  0928 
717070. 

Biro  Bic  are  supporting  their 
Microglide  razor  from  the  end  of 
June  through  to  July  with  a 
television  campaign  running  on 
Central.  Biro  Bic  Ltd.  Tel: 
081-9654060. 
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As  quality  controllers  for  Mates,  being  satisfied  with  a 
condom  is  all  part  of  the  |ob. 

Doreen,  on  the  far  left,  is  a  tensile  tester  This  involves 
stretching  condoms  on  a  rock-like  machine  In  order  to  find 
out  how  strong  they  ore,  she  goes  to  greot  lengths.  Five  feet 
or  more,  usually 

Ann,  to  Doreen's  right,  fills  condoms  up  with  water, 
before  rolling  them  on  absorbent  paper  to  check  foi  holes. 


We're  proud  to  soy  she's  never  yet  blotted  her  copy  book. 

Othei  quality  controllers  complete  all  the  standard  tests 
required  by  the  British  Standards  Institute.  Judy  and 
Jane  however,  perform  tests  above  and  beyond 
our  call  of  duty  to  the  BSI. 

To  check  for  signs  of  stress  Jane,  on  Ann's  right, 
air  inflates  Mates  until  they  burst.  Don't  be  concerned, 
the  inevitable  only  happens  after  they  expand  to 


around  4  ft.  Next  to  her  stands  the  electrifying  Judy,  who 
passes  a  current  through  every  condom.  If  they  ore  oble  to 
withstand  1000  volts,  they  are  occeptoble 

Finally,  they're  ready  for  a  coat  of  lubricant 
containing  the  spermicide  Nonoxynol  9. 

If  Mates  condoms  survive  all  this,  Doreen,  Ann, 
Jane  ond  Judy  will  at  last  be  satisfied.  And  so  should 
your  customers 


MATES  MAKE  SENSE. 


COUNTERPOINTS 


Efamol  hits 
TVS 

Efamol  is  going  on  television  for 
the  first  time  in  May  in  a  campaign 
worth  some  £500,000. 

An  animated  advertisement  on 
TVS  goes  out  in  two  bursts  of  four 
weeks  in  May  and  September  this 
year.  Over  93  per  cent  of  women 
will  see  the  30-second  commercial 
say  Britannia  Health.  Tel:  0737 
773741. 

Sure  Summer 
promotion 

For  an  eight  week  period  in  June 
and  July,  Sure  aerosol  applicators 
will  be  increased  in  size  from 
150ml  to  175ml  and  from  200ml  to 
225ml.  Roll-ons  will  increase  by  25 
percent  to  57ml. 

All  products  will  be  promoted 
with  on-pack  flashes  highlighting 
the  extra  value  say  Elida  Gibbs 
Ltd.  Tel:  071  486 1200. 

Parfums  Givenchy  have  designed  a 
new  merchandising  unit  for  their 
Xeryus  fragrance  which  presents 
ten  50ml  eau  de  toilette  and  ten 
30ml  Xeryus  bath  &  shower  gel, 
to  be  given  as  a  free  gift  to  each 
customer  who  purchases  an  eau 
de  toilette.  Parfums  Givenchy  Ltd. 
Tel  :  0932245111. 


One  coat  trial 
with  Cutex 

Parfums  International  are  running 
a  value-added  promotion  for 
Summer  on  their  Cutex  One  Coat 
nail  polish  range. 

From  July  one  coat  will  be 
available  in  special  7ml  trial  size 
bottles.  The  selection  of  six 
shades  will  have  a  special  price  of 
£0.99.  Parfums  International  Ltd. 
Tel:  071-4862228. 


S&N  kit  up  for  July 


Smith  &  Nephew  Medical  Ltd 
have  relaunched  their  range  of 
first  aid  kits,  and  are  offering  refill 
packs  for  the  first  time. 

The  Elastoplast  kits,  Nos  1-6, 
contain  Medi-Fresh  alcohol-free 
wipes  to  comply  with  the  Health 
and  Safety  (First  Aid)  Regulations 
1990  (effective  July  1).  They  will 
be  available  from  June  with  no 
change  in  price.  The  refill  packs, 
for  Nos  1-3  only,  will  be  available 
from  July. 

The  kits  are  launched  at  a  time 
when,  according  to  Smith  & 
Nephew  marketing  manager  Ian 
Scott,  pharmacists  are  well  placed 
to  benefit  from  increased  sales. 


"If  chemists  look  around  their 
catchment  areas,  they  will  see 
more  and  more  small  business  all 
having  to  comply  with  the 
legislation  and  to  whom  they  can 
sell  first  aid  kits, ' '  he  says. 

Smith  &  Nephew  are  running 
a  comprehensive  support 
programme  to  assist  this  effort, 
which  will  include  local  Press 
campaigns  to  inform  businesses  of 
their  obligations.  "We  aim  to 
ensure  that  the  local  business 
community  will  choose  the 
reliability  and  convenience  of  the 
local  chemist  to  make  this 
purchase,"  say  Smith  &  Nephew 
Medical  Ltd.  Tel:  0482  25181. 


Redesign  for 
Panadeine 
and  Actal 

Panadeine  and  Actal  have  been 
repacked,  to  bring  the  two 
pharmacy-only  brands  in  line  with 
Sterling  Health's  other  OTC 
products. 

Both  now  feature:  the  Sterling 
Health  logo  in  a  prominent  position 
on  the  front  of  each  pack;  more 
information  on  pack,  including 
dosage  instructions  and  details  of 
indications  in  an  "easy-to-read" 
form;  a  quality  varnish  finish; 
updated  but  recognisable  brand 
logos. 

Colour  changes  form  part  of 
the  Actal  redesign.  The  pack  is 


now  predominantly  white  with  a 
blue  logo.  Green  stripes  highlight 
the  mint  flavour,  and  the  front  of 
the  pack  features  an  illustration  of 
two  Actal  tablets.  The  Panadeine 
pack  remains  red  and  white. 

New-look  Acta!  and  Panadeine 
are  being  supported  by  special 
counter  units  and  trade  bonuses; 
details  are  available  from  Sterling 
Health  representatives.  Sterling 
Health.  Tel:  0483  65599. 


Rybar  Laboratories  will  assume 
responsibility  for  the  distribution 
of  Opazimes  tablets  and  Vesagex 
cream,  from  May  3,  from  Leo 
Laboratories. 

Rybar  say  that  they  will  be 
stepping  up  promotion,  and 
Opazimes  will  feature  in  holiday 
advertising  during  July  and 
August.  A  special  introductory 
parcel  of  Opazimes  will  be 
available  from  June.  Distributors 
Farillon  Ltd.  Tel:  04023  71136. 


Sterilising 
the  move 

A  new  concept  in  the  sterilisatioi 
of  baby  bottles  and  utensils  ha: 
been  developed  and  marketed  b; 
Lewcal  Ltd  of  Kent. 

Disposable  sterilising  bag 
(DSBs)  eliminate  the  problems  c 
transporting  bulky,  rigid  plasti> 
containers  full  of  solution 
especially  when  travelling  wit; 
infants,  the  company  says. 

They  can  be  used  to  sterilise 
variety  of  items  such  as  beakers 
cutlery,  bowls,  teethers  and  eve: 
breast  pumps  —  provided  the; 
have  no  metal  parts. 

A  box  (£4.99)  contains  seve: 
DSBs  (a  week's  supply),  eacl 
individually  foil  wrapped  ant 
manufactured  from  polythenfl 
which  can  be  recycled 
Lewcal. 

Each  bag  has  an  integral 
sachet    encapsulating  two! 
standard  cold  water  sterilisinl 
tablets,  each  containing  400mj 
sodium  dichloroisocyanurate.  Th< 
addition  of  water  to  an  indicato: 
line  provides  a  solution  whicl 
remains  totally  effective  for  2 
hours.     Each     DSB  car 
accommodate  four  8oz  feeding 
bottles  with  their  teats,  caps  ant 
discs.  After  the  30  minutJ 
sterilising  process,  the  solution 
can  be  re-used  to  sterilise  othei 
utensils. 

By  virtue  of  the  fact  they  cai 
be    suspended,  Disposable 
Sterilising  Bags  can  even  be  usee; I 
while  in  transit  in  a  car  or  a  boat  i  i 
Lewcal  Ltd.  Tel:  0474  879033 


Galderma  are  introducing 
Candermyl  cream,  described  as 
an  advanced  moisturiser  for 
sensitive  and  irritable  skins. 

The  cream  contains  non-ionic 
liposomes  which  contain  hydrating 
agents.  It  comes  in  tubes  of  30ml 
retailing  at  £8.02  (£4.65  trade)  and 
will  be  promoted  to 
dermatologists.  Galderma  (UK) 
Ltd.  Tel:  0923 210180. 
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WHEN  IT  COMES  TO  GIVING 


The  mix  is  Quicksnap  -  the 
revolutionary  film  and  camera 
rolled  into  one  -  plus  £1  million  in 
marketing  support. 

Take  an  easy-to-use,  point  and 
shoot  camera  thats  ready 
loaded  with  film,  and 
universal  appeal 

From  tiny  tots 
to  teenagers,  from 
young  mums  to  favourite  uncles 
Add  £1  million  in  marketing 
support  with  a  heavyweight  London 
Weekend  TV  summer  advertising 
campaign,  point-of-sale  material, 
national  representation  by 
TAMBRANDS  -  and  the  formula 
is  right  to  boost  your  photosales 
sky  high. 

Don't  miss  out  on  the  Fuji 
Quicksnap  profit  drive  this 
summer.  It  all  adds  up  to  a  great 
photo  opportunity. 


The  Fuji  Quicksnap  PLUS 


£1  Million  Marketing  Support 


LWTAd  Campaign 


Point-of-Sale  Programme 


Tambrands  Representation 


FUJI  HAS  THE  RIGHT  MIX! 


SET  THE  STYLE  •  FOR  SUMMER 


icksnap  The  film  and  camera  rolled  into  one! 


Fuji 


Photo  Film  (U.K.)  Limited,  Fuji  Film  House,  125  Finchley  Road,  London,  NW3  6JH.  Tel:  071  586  5900. 


OUNTERPOINTS 


Lucky  legs 

Scholl  have  launched  the  Lite 
Legs  trophy  competition  for 
pharmacy  assistants  who  practice 
"proper  leg  care". 

Starting  this  month  until  the 
end  of  June,  assistants  will  have 
the  opportunity  to  win  a  full  beauty 
make-over  at  the  London  Health 
Sanctuary. 

The  aim  is  to  find  the  assistant 
who  not  only  practises  proper  leg 
care,  but  who  also  understands 
the  benefits  of  healthy  legs,  say 
Scholl. 

Assistants  are  asked  to 
answer  seven  multiple  choice 
questions  on  good  leg  care,  and 
complete  a  tie  breaker. 

The  competition  will  be  judged 
in  July  and  winners  will  be 
announced  in  September  and 
awarded  their  prizes  at  Chemex. 
A  pair  of  Scholl  Lite  Legs  support 
tights  will  be  awarded  to  25 
runners  up.  Scholl  (UK)  Ltd.  Tel: 
071-2532030. 

Beecham  are  advertising  their 
Brylcreem  Black  men's  toiletries 
range  on  cinema  screens  for  the 
first  time  ever. 

The  £100,000  national 
campaign  will  last  for  16  weeks 
and  features  the  "tribal  ritual" 
commercial.  Smithkline  Beecham 
Personal  Care.  Tel:  081 5605151. 


Pakka  potty  travels 


An  inflatable  Pakka  Potty  is  the 
latest  innovation  from  Product 
Technology  (UK)  Ltd,  —  a 
portable  potty  that  folds  up  and  fits 
into  its  own  wallet. 

The  potty  (£4.99)  is  described 
as  ideal  for  travelling,  particularly 
when  dealing  with  travel  and  car 
sickness. 

Pakka  Potty  should  be  used  in 
conjunction  with  a  scented  liner 
(25  £1 .25)  which  can  be  removed 
once  the  potty  has  been  used.  The 
potty  meanwhile  deflates  and  fits 
into  a  pocket  size  wallet. 

An  advertising  campaign 
throughout  the  Summer,  will 
support  the  potty,  details  of  which 
will  be  announced  later.  Product 
Technology  (UK)  Ltd.  Tel:  0633 
838080. 


Shopping  is  a  mystery 


Throughout  June,  "mystery 
shoppers"  will  be  visiting 
independent  pharmacies 
throughout  the  country  offering 
retailers  displaying  Gold  Spot 
instant  mouth  fresheners  one  of 
several  envelopes  containing  cash 
between  £5  and  £25  in  value. 
Retailers  with  no  Gold  Spot  on 


display  will  be  given  vouchers 
redeemable  against  product. 

The  promotion  is  designed  to 
coincide  with  the  peak  Summer 
sales  period.  TV  advertising  on 
the  "confidence"  theme  will  be 
running  during  the  Summer. 
Nicholas  Laboratories  Ltd.  Tel: 
0753  23971. 


Take-over 

The  purchase  of  Gillette's 
European  Personal  Care  Division 
by  Nobel  Consumer  Goods 
includes  the  brands  Silkience 
shampoo  and  conditioner;  Aapri 
and  Adorn  in  the  UK. 

Eylure,  Nobel  Consumer 
Goods'  subsidiary  in  the  U.K..  will 
be  taking  over  responsibility  for 
the  sales  and  marketing  of  these 
ranges  from  April  30,  and  will  be 
continuing  all  trading! 
arrangements  until  further  notice 

Gillette  will  act  on  behalf  of| 
Eylure  in  order  processing, 
invoicing  and  distribution  of  orders! 
for  these  brands  from  their! 
Isleworth  Office  until  further;! 
notice,  say  EvlureLtd.  Tel:  06338§ 
38611. 


About  pain 

Whitehall  Laboratories  arei: 
publishing  a  new  consumer! 
booklet  entitled  "Aches  and  painsk 
and  how  to  deal  with  them" . 

The  guide  explains  why  painsi 
occur,  and  gives  suggestions  onj 
ways  to  eliminate  them.  Direct! 
account  customers  can  obtain! 
the  booklet  from  theirs 
representative.  Whitehall 
Laboratories.  Tel:  0271  45935. 


INTRODUCING 

New!  Fibre  Diet  500  . 


I 


W 

A  SUCCESSFUL,  TASTY,  AND  HEALTHY  DIET  PLAN  YOUR 
CUSTOMERS  HAVE  BEEN  WAITING  FOR  . . . 

THE  PRODUCT 

►  A  five  day  diet,  achieving  weight 
loss  by  replacing  meals  with 
delicious  natural  ingredient  bars. 

►  Each  pack  contains  five  delicious 
flavours. 

►  When  followed  as 
recommended,  provides  the  daily 
required  amount  of  protein  as 
outlined  by  recent  C.O.M.A. 
reports. 

►  No  messy  mixing,  no  boring 
liquids. 

►  The  natural  alternative  to  liquid 
diets. 

TRADE  SUPPORT 


Fibre  Diet 
500 


\chieve  weight  loss  with  this  ~ 
high  fibre  diet  plan.  Every  ds 
ire  replaced  by  de"-**if 

tcK;rc*dten.r 


On 

your  tiail 


UBtWHENE 

IE 


Major  national  P.R.  campaign  for 
trade  and  Consumer 
publications. 

Major  Consumer  awareness 
programme. 
FREE  leaflet  and  sample 
dispenser  for  all  retailers. 
High  quality  point  of  sale. 

MAILABLE  FROM 

j*  AAH  Wholesalers.  •  P.I.F.  Pharmaceuticals  Ltd. 

I*  Unichem  Ltd.  •  Daniels  Pharmaceuticals  Ltd. 

!•  Herbert  Ferryman  Ltd.    •  Bradford  Chemist  Alliance. 
f»  E.H.  Butler  &  Sons  Ltd.     •  George  Foster  (Burnley)  Ltd. 
L  S.O.T.  (Healthfoods)  Ltd.  •  Mawdsley-Brooks  &  Co  Ltd. 
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Strafree 


IN  HEALTH  HOME  &  BEAUTY 


12  x  170ml 

RG.  1.29  PO.R.  20.5% 


6x30g 

R.P.M.92p  PO.R.  35.6% 


10.69 
3.09 


6  x  500ml 

RG.  49p  PO.R.  26. 1  % 


12  x  24  s 

R.P.M.  1.40  P  O.R.  35.7% 


1.89 
9.39 


6  FOR  THE  PRICE  OF  5 


6x  125ml 

PG.  1.19  PO.R.  33.2% 


24  x  5  s 

Price  Marked  39p  PO.R.  26.4% 


4.15 
5.99 


feeUng 


Offers  available  from  8.5.90  till  25.5.90 

ML  OFFERS  SUBJECT  TO  AVAILABILITY  AND  V.A.T.  WHERE  APPLICABLE 
P  G   =  PRICE  GUIDE  PM.  =  PRICE  MARKED 

R.P.M.  =  RETAIL  PRICE  MAINTAINED 

These  offers  are  not  available 

from  our  Staines  branch       Wholesalers  not  supplied 


NURDlN  EPEACOCK 

CASH  AND  CARRY  LTD 
For  details  of  your  nearest  Branch  call 
FREEFONE  0800 181349 


COUNTERPOINTS 


Alberto  Culver  have  introduced  a  branded  display  unit  for  their  recently 
launched  Ice  range  of  body  products.  The  unit  also  comes  with  POS 
leaflet  dispenser  units  which  hold  the  consumer  entry  forms  for  the  '  'win 
a  skiing  holiday  competition  ' '.  Ice  is  currently  being  supported  by  an 
'  'extensive ' '  trial  programme  and  selected  Press  advertising.  Alberto 
Culver  Co.  Tel:  0256  57222 


Graf  ic  goes 
for  Volume 
naturally 

Volume  spray  and  volu-mousse 
are  the  two  new  products  in  the 
Grafic  range  from  Laboratories 
Gamier. 

Volume  spray  (150ml  £1.99) 
comes  in  a  non-aerosol  pump 
action  spray,  launched  in  response 
to  an  increasing  consumer  trend 
towards  more  natural  styles  with 
extra  volume,  says  the  company. 

Volu-mousse  (200inl  £2.29)  is 
said  to  give  volume  and  body  as 
well  as  a  more  unstructured  look. 
It  also  includes  protective  filters 
against  potential  damage  from 
UVA  and  UVBrays. 

The  launch  of  the  products  will 
be  supported  from  June  with  a 
£300,000  Press  advertising 
campaign  in  the  womens  and 
youth  Press. 

Both  products  will  also  be 
featured  in  the  "Great  Grafic 
roadshow"  which  will  tour  the 
country,  incorporating  a  team  of 
hairdressers  who  demonstrate 
how  to  use  the  Grafic  range. 

Other  promotional  activity 
includes  an  80ml  trial  size  of  the 
volume  spray  (£0.99). 
Laboratories  Gamier.  Tel:  071 
9375454. 


Kent  launch  a 
sensation 

A  handbag  styler  has  been  added 
to  the  new  sensation  range  of 
hairbrushes  from  G  B  Kent  & 
Sons. 

The  half-round  brush  (£3.95) 
complements  the  existing  range  of 
six  brushes  and  is  said  to  be 
perfect  for  brushing  and  blow- 
drying  without  scratching  the 
scalp. 

Kent  are  offering  a  10  per  cent 
discount  on  orders  of  six  of  each 
new  sensation  brush  (a  total  of 
42).  The  total  cost  of  the 
introductory  pack  offer  is 
£107.37.  The  pack's  retail  value  is 
£179.10.  G  B  Kent  &  Sons  pic. 
Tel:  0442  232623. 


V05  gets  two 
more  for 
styling 

and  curling 

Alberto  Culver  have  added  two 
new  products  to  their  V05  range, 
available  to  the  trade  this  month 
(See  Haircare p777). 

Sculpting  gel  spray  (200ml 
£2.19)  gives  hold  without 
stickiness  or  build  up,  says  the 
company.  It  can  be  used  on  damp 
or  dry  hair  to  give  lift  and  volume 
and  has  a  controlled  drying 
formulation  which  will  allow 
enough  time  for  styling  and 
creating  specific  looks. 

The  company  has  also 
introduced  a  curl  booster  gel  spray 
(200ml  £2.19)  said  to  help 
revitalise  curls  on  permed  or 
naturally  curly  hair.  Best  results 
are  achieved  with  towel  drie'd  hair 
and  the  product  should  be  sprayed 
liberally  particularly  on  the  roots, 
say  Alberto  Culver  Co.  Tel:  0256 
57222. 


Schwarzkopf 
look  to  hair 
for  summer 

In  preparation  for  Summer, 
Schwarzkopf  have  added  two  new 
products  to  their  Gliss  Corimist 
range. 

The  sunscreener  (150ml 
£3.50)  is  described  as  a 
lightweight,  non-greasy  spray  that 
will  protect  the  hair  from  the 
drying  and  damaging  effects  of  the1 
sun,  sea  and  chlorine. 

It  also  contains  conditioning 
ingredients  and  UVA/UVB  filters. 
It  can  be  used  on  wet  or  dry  hair 
and  should  be  reapplied  after 
swimming,  says  the  company. 

The  company  has  also  looker  ] 
to  the  split  ends  sector  with  theii  I 
split  ends  formula  care  and  sealing 
gel  (150ml  £2.95). 

The  gel  is  said  to  temporarily 
seal  split  ends  while  moisturising 
and  conditioning  the  hair.  It  carj 
also  be  used  in  conjunction  with' 
styling  products,  says  the 
company.  Schwarzkopf  Ltd.  TeL 
029688101. 


ON  TV  NEXT  WEEK 


GTV  Grampian 
B  Border 
C  Central 

CTV  Channel  Islands 
LWT  London  Weekend 
C4  Channel  4 


U  Ulster 
G  Granada 
A  Anglia 

TSW  South  West 
TTV  Thames  Television 
TV-am  Breakfast 
Television 


SK  Sky 

STV  Scotland  (central) 

Y  Yorkshire 

HTV  Wales  &  West 

TVS  South 

TT  Tyne  Tees 


Anadin  Extra: 

All  areas  except  TSW  &  LW1 

Bisodol  Regular: 

GTV,U,G,HTV,TVS,TT  &  O 

Bodyplan: 

TV-an 

Dettol  liquid: 

All  areas  except  TVS  &  TV-an 

Dettol  soap: 

All  areas  except  TVS  &  TV-an 

Dimension: 

All  areas  except  TV-an 

Listerine: 

All  areas  except  C  &  HT) 

Macleans  Active: 

All  area: 

Mum: 

All  area: 

Oxy: 

U,STV,G,Y,C,HTV,LWT,T1 

Peaudouce  Ultra  T: 

TV-an 

Ponds  Cream: 

All  areas  except  U  &  TV-an 

Remegel: 

n 

Sanatogen  multivitamins  range: 

TV-an 

Sure: 



All  areas  except  TV-an 

Timotei  dandruff  shampoo: 

C,U,G,A,TSW,Y,HTV,TT,C<: 

Ethyl  Alcohol 


(S.V.R.) 

Fermentation  and  synthetic  qualities  both  available  to  British  and  all  well  known  International  Specifications  and  Pharmacopoeias. 


HAYMAN  LIMITED 

FORMERLY  JAMES  BURROUGH  (F  A  D.)  LTD. 
70EASTWAYS  INDUSTRIAL  PARK,  WITHAM.  ESSEX  CM8  3YE,  ENGLAND  TEL:  0376  517517 
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Answer  all  these  questions 
on  our  new  headlice  treatment 
correctly  and  get  'Full  Marks' 


dllCetreatmentfromNAPP 


\s  it  a  new 


mo 


lecule' 


is  it 


effective 


and  safe' 


Does 


it  WW  i»ce 


and 


Is  it  sui 
eczema 


tabie  for 


asthma 


and 


offerers 


is  it  si 


mpie 


and  easy  to  use' 


Does 


it  have  a  P 


leasant 


fragrance 


THE  MARK  OF  CONFIDENCE 


For  further  information  contact 

NAPP)  CONSUMER  PRODUCTS  DIVISION 


Contains  phenothrm  0  2%  w/w 

T  Special  Reporting  to  CSM  Requested 


Napp  Laboratories  Ltd,  Science  Park,  Milton  Road, 
Cambridge  CB4  4GW.  Tel:  0223  424444 


Calgel*  Teething  Gel  Product  Information. 
Presentation:  A  smooth  gel  with  a  yellowish-brown 
colour  and  a  characteristic  odour.  The  gel  contains 
Lignocaine  Hydrochloride  BP  (Lidocaine  Hydro- 
chloride INN)  0.33%  w/w  and  Cetylpyridinium 
Chloride  BP  0.10%  w/w. 

Uses:  For  teething  pain  in  infants. Calgel  Teething 


Gel  relieves  pain  and  soothes  gums. 
Dosage  and  Administration:  A  small  quantity  should 
be  rubbed  gently  on  to  the  affected  area  of  the  gum. 
Application  may  be  repeated,  after  an  interval  of  20 
minutes,  up  to  six  times  in  one  day. 
Contra-indications,  warnings,  etc:  Do  not  exceed  the 
recommended  dosage.  Do  not  use  if  seal  was  broken 


before  use.  lOg  tube,£1.16  RSP  (PL3/0242). 
Legal  Category:  [P]  -  This  product  is  available;! 
OTC,  'over  the  counter'  purchase  from  R  ,1 
Pharmacists.  Further  information  is 
available  on  request. 
The  Wellcome  Foundation  Ltd, 
Crewe,  Cheshire  We||c0[ 


Another  baby  going  through 
thelorment  of  teething. 


Calgel  quickly  relieves  the  pain  of  trusted  local  anaesthetic,  as  well  as  a 

swollen  gums  and  aching  teeth.  gentle  antiseptic,  and  because  it's  sugar- 

Because  it  contains  lignocaine,  a  free,  you  can  relieve  a  mother's  worries  too 

THE  WELLCOME 
FOUNDATION  LTD 


COUNTERPOINTS 


No  sweat,  no 
sales! 

Eiectro  C  is  part  of  the  new 
Athlete's  Choice  sports  range 
from  Quest. 

To  be  taken  after  strenuous 
exercise,  it  replenishes  the 
electrolyte  minerals  that  can  be 
lost  through  perspiration  and  is 
taken  as  an  effervescent  drink. 

It  provides  equal  amounts  of 
calcium,  magnesium  and 
potassium  (150mg  per  serving), 
with  additional  vitamin  C 
(1500mg).  It  is  available  in  two 
formulas:  with  dextrose  (rsp 
£5.99  trade  £3.47,  15  servings); 
with  Nutrasweet  (rsp  £6.99,  trade 
£3.76,  30  servings).  Quest 
Vitamins  (UK).  Tel:  021-359 
0056. 


Comic  look 

Comedian  Bernard  Manning  is 
promoting  Macleans  Active 
mouthguard  in  a  television 
campaign  starting  this  month. 

The  £2m  national  campaign 
shows  how  Macleans  cleans  "the 
foulest  of  mouths"  and  runs  for 
five  weeks.  Smithkline  Beecham 
Personal  Care.  Tel:  081 5605151. 


f'StcrtngOHtalih) 

Andrews 


Andrews 

WAKES  UP  YOUR  NATURAL  SPARKLE 


Andrews 

Answer 

TO  THE  MORNING  AFTER 


During  May  and  June,  special  packs  of  Andrews  Liver  Salts  and 
Andrews  Answer  will  be  sporting  details  of  a  '  'healthy ' '  competition . 
Consumers  who  answer  correctly  two  simple  questions  will  be  entered 
into  a  draw,  giving  them  the  opportunity  to  win  an  Andrews  keep-fit  kit. 
Sterling  Health  are  giving  consumers  365  opportunities  to  win  —  one 
for  each  day  of  the  year.  Winners  will  receive:  a  locker-style  sports  bag 
in  navy  with  pockets:  a  Callanetics  video  workout;  a  '  'shape  up  and 
sparkle ' '  T-shirt  in  100  per  cent  cotton:  and  an  aerobics  mat.  The 
'  'Shape  Up  and  Sparkle  "packs  of  Andrews  and  Andrews  Answer  will 
be  available  from  May  1.  Sterling  Health.  Tel:  0483  65599. 

Cream  Silk  promotion 


Elida  Gibbs  are  launching  an  on- 
pack  money-off  promotion  to 
boost  sales  of  Cream  Silk 
conditioner  during  the  Summer. 

The  promotional  packs  will  be 
available  from  June  4  when  special 
coupons  will  give  consumers  the 


chance  to  get  4 Op  off  the  price  of 
,350ml  bottles  and  20p  off  the  price 
of  200ml  bottles  of  Cream  Silk. 

The  on-pack  coupons  will 
remain  valid  until  September  30 
say  Elida  Gibbs  Ltd.  Tel:  071-486 
1200. 


Right  Guard 
goes  on  TV 

Gillette's  Right  Guard  will  be  on 
air  again  throughout  the  Summer 
with  a  £2. 9m  national  television 
campaign. 

Building  on  the  "reach  nut 
with  confidence"  theme,  two  new 
commercials  highlight  the 
targeted  male  and  female  Right 
Guard  variants.  Sport  and  Vogue. 

The  television  campaign  will 
be  reinforced  in  late  Summer  with 
a  further  £300,000  spend  on 
targeted  national  Press 
advertisements.  Gillette  (UK) 
Ltd.  Tel:  081-560  1234. 


T-Gel  boost 

Neutrogena  are  running  an 
advertising  campaign  in  fashion 
and  beauty  magazines  for  their 
shampoo,  conditioner  and  T-Gel 
shampoo. 

The  display  ads  will 
complement  the  current  series  of 
"educational  advertorials". 
Sample  sizes  of  products  from  the 
body  care  range ,  such  as  body  oil , 
Rainbath  and  body  lotion  are  also 
on  offer.  Neutrogena  (UK)  Ltd. 
Tel:  071-821  1984. 


ll?        Look  no  further 

//  jr  for  the  relief  of  conjunctivitis 
/  due  to  hay  fever 

OTRIVINE-ANTISTIN 

xylometazoline  hydrochloride,  antazoline  sulphate 

Sterile  eye  drops 

A  Pharmacy  Sale  only  product 
Zyma  (UK)  Limited,  AJderley  Edge,  Cheshire  SK9  7XP    Detailed  information  will  be  sent  on  request 
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COUNTERPOINTS 


Promotions  for  Vapona 


Nicholas  Laboratories  will  be 
supporting  their  Vapona  range  this 
Summer  with  two  consumer 
promotions. 

Consumers  will  be  offered  20 
per  cent  extra  free  on  the  fly  and 
wasp  killer  aerosol  with  special 
300ml  promotionaJ  packs  available 
at  the  normal  rsp  of  250ml. 


To  promote  their  ant  and  fly 
pens,  Vapona  will  offer  consumers 
50p  cashback  on  any  purchase  of 
either  product.  Consumers  need 
to  send  proof  of  purchase  to  claim 
their  cash  back  and  the  offer 
closes  at  the  end  of  October. 
Nicholas  Laboratories  Ltd.  Tel: 
0753  23971. 


CHEMEX  CORNER 


More  space  for  exhibitors 


CHEMEX '9 


Gillette 
campaign 

Gillette  have  linked  up  with  the 
World  Wide  Fund  For  Nature  to 
run  a  fund-raising  on-pack 
promotion  across  their  Natrel  Plus 
anti-perspirant  deodorant  range. 

The  company  has  launched  the 
appeal  with  a  contribution  of 
£100,000  but  aims  to  "add 
considerably"  to  that  total 
through  sales  of  a  unisex 
rainforest  T-shirt.  With  one  proof 
of  purchase,  customers  can 
purchase  the  T-shirt  for  £5.  For 
every  T-shirt  sold  £1  will  be  given 
to  the  Rainforest  Appeal. 

The  company  has  also 
guaranteed  that  at  the  end  of  the 
promotion,  any  profits  resulting 
from  sales  of  the  T-shirts  will  also 
be  given  to  WWF. 

From  May  through  to  the 
Autumn,  Rainforest  appeal  fix-a- 
forms  will  feature  on  all  packs  of 
Natrel  Plus,  and  the  promotion 
will  be  supported  in  store  with 
tailor-made  A3  window  posters, 
shelf-strips  and  consumer  leaflets. 

The  appeal  will  be  promoted 
throughout  the  Summer  months 
with  fund-raising  led  editorial  and 
promotional  activities  in  target 
national  newspapers  and 
magazines,  say  Gillette  (UK)  Ltd. 
Tel:  081  560 1234. 


23-24  SEPTEMBER  1990 
NATIONAL  HALL 

OLYMPIA  LONDON 


Demand  for  space  at  this  year's 
Chemex  has  been  so  great  that 
the  organisers  have  had  to 
commandeer  an  extra  area  for 
exhibitors. 

As  last  year,  the  UK's  premier 
exhibition  for  community 
pharmacy  will  be  held  at  the 
National  Hall,  Olympia.  Because 
some  120  companies  have  already 
booked  stands  and  there  are  still 
nearly  five  months  to  go  before 
the  exhibition,  the  organisers 
have  had  to  apply  for  the  use  of 
additional  space  adjoining  the  main 
area.  Apart  from  the  OTC 
medicines,  cosmetics  and 
toiletries,  there  are  signs  that  the 
retail  computer  system  will  be 
particularly  well  represented. 


Open  wide 

Wisdom  and  Colgate  have  joined; 
together  to  provide  a  combined! 
sales  team  to  serve  the  dentalj 
profession. 

The     Wisdom  Colgate 
executives     will     offer  a 
"comprehensive  range"  of  oralp 
hygiene  products  from  July  1  say; 
Addis  Ltd.  Tel:  0992  584221. 


Chemex  '91  will  be  on 
September  23  and  24 .  Once  againl 
it  will  be  sponsored  by  C&D  andu 
organised  by  MGB  Exhibitions  I 
Ltd,  Marlow  House,  109  Station  I 
Road,  Sidcup,  Kent  DA15  7ETl 
(tel:  081-302  8585). 

Olympia's  National  Hall  is  ! 
situated  on  Hammersmith  Road,,, 
West  London,  with  easy  access  tola 
London's  West  End  and  the  M4y1 
and  M40  motorways.  The  nearby  I 
Kensington  Olympia  station  is  partkl 
of  the  Intercity  network,  withp 
direct  services  from  many  cities! 
including  Manchester,  Liverpool! 
and  Birmingham.  There  are! 
Underground  links  with  other! 
London  main  line  stations.  Special  b 
hotel  deals  are  also  available. 


HOT  LINE  04853  347 1 1 


FANTASTIC  VALUE 


The  635CL  is  focus  free  and  takes  photos 
from  as  close  as  2  feet  up  to  infinity 
Its  autoflash  fires  with  every  shot 
Its  economical  and  easy  for  everyone  to  use 

TRADE  £24.73 


m 


BUY  A  MINIMUM  OF 
THREE  KITS  AT 
B.C.R  OF  £23.99  EACH 

KITS  INCLUDE 
1  X  POLAROID  600  10  EXPOSURE  FILM 
WORTH  £8.99  AT  S.R.P. 

1  POLAROID  CASE 
WORTH  £4.75  AT  S.R.P. 

NORMAL  TRADE  FOR  CAMERA  ONLY  IS  £23  89 

GUIDE  PRICE  ON  CAMERA  ONLY  £29.99 

SELL  THE  KIT  AT  £34  99  FOR  IMPROVED  VALUE 
FOR  THE  CONSUMER  AND  IMPROVED  MARGIN  FOR  YOU 


IPWMlfil 


THE  PHOTO  CHEMIST  WHOLESALER 

EASTLAND  HOUSE,  HUNSTANTON,  WESTGATE,  NORFOLK.  Telephone  04853  3471 1,  Fax  04853  33244 
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Panacur. 
Now  you  can  really  see 
the  profit  in  a  wormer. 


That's  because  there's  no  better  wormer  you  could  recommend  than  Panacur. 

It's  also  the  one  serious  cat  and  dog  breeders,  enthusiasts  and  owners  want. 

Panacur  provides  the  most  comprehensive  control  of  roundworms,  and  kills  tapeworms* 
It's  the  only  wormer  licensed  for  Toxocara  control  in  pregnant  bitches.  And  it's  the  easiest 
to  administer  -  in  food. 

We're  creating  demand  for  Panacur  through  ads  and  direct  mail,  and 
offering  full  technical  support. 

Contact  your  wholesaler  now.  For  our  new  guide  to  parasite 
control,  call  Deborah  Carter  on  (0908)  665050. 

When  sold  to  pet  owners,  Panacur  is  'pharmacy  only'  (PML). 
So,  as  a  business  opportunity,  it's  got  to  be  worth  looking  into. 


Hoechst  Animal  Health,  A  Division  of  Hoechsl  UK  Limiled,  Walton  Manor.  Walton.  Milton  Keynes.  Bucks.  MK 7  7AJ 

Active  ingredient:  Panacur  Wormer  granules,  fenbendazole  220mg/gm  Panacur  10%  Suspension,  fenbendazole  100mg/ml 

Further  information  on  request  *  Taenia  species 


Hoechst 


Porridge 


ARE  YOU  ALERT  TO  OUR 


With  our  baby  breakfast 


SUCCESS? 


In  order  to  build  on  th 


range,  Robinsons  are  clear  brand  leaders 
among  young  babies.' 

And  significantly,  research  shows  that 
mothers  stay  with  the  brand  they  first  bought, 
and  has  the  taste  that  babies  like. 


consumer  loyalty,  we're  spending  more  tha 
ever  this  year,  telling  mothers  why  Robinson 
has  "the  taste  of  happiness". 

So  you  can  expect  increased  demand  fc 
Robinsons  Baby  Foods -and  higher  profits,  toe 


PRESCRIPTION  SPECIALITIES 

1  BRIEFS 

ncgdinc  d|jpiu¥cu  iui 

women 


balding 


Upjohn's  Regaine  (minoxidil 
solution  2  per  cent)  can  now  be 
prescribed  for  the  treatment  of 
female  thinning  hair 
androgenetic  alopecia.  Regaine  is 
not  in  the  Drug  Tariff. 

Women's  hair  loss  is 
characterised  by  a  diffuse  thinning 
of  the  hair,  in  contrast  to  male 
pattern  baldness  —  recession  of 
the  frontal  hairline  and  thinning  at 
the  crown  —  say  Upjohn. 

Thinning  hair  in  women  may 
be  caused  by  one  or  a  combination 
of  factors.  In  most  cases  it  is  due 
to  a  genetic  pre-disposition 
combined  with  the  small  amounts 
of  male  type  hormones  normally 
present.  Endocrine  disorders, 
cosmetic  trauma,  childbirth  and 
strict  dieting  may  also  be  causes. 

A  60ml  bottle  of  Regaine  is 
supplied  with  a  choice  of  three 
applicators;  Upjohn  say  that  the 
extended  spray  applicator  works 
best  on  women  as  it  reaches  under 
existing  hair. 

Regaine  should  be  applied 
twice  daily  for  at  least  four  months 
before  hair  regrowth  can  be 
expected;  if  treatment  is  stopped, 


then  newly  grown  hair  will  be  lost 
over  the  following  three  to  four 
months,  say  Upjohn  Ltd.  Tel: 
0293  31133.  

Smithkline  Beecham  Pharmaceuticals 

have  moved  the  medical 
information  departments  of 
Beecham  Research  Laboratories 
and  Bencard  to  Mundells,  Welwyn 
Garden  Citv,  Hertfordshire  AL7 
1EY.  Tel:  0707325111. 


Parke-Davis  are  changing  the 
formulation  of  the  film  coating  of 
Ponstan  Forte  tablets  to  eliminate 
solvents  from  the  manufacturing 
process.  The  new  coating 
contains  opadry  yellow  OY- 
S-8443,  propylene  glycol  and 
potable  water.  Delivery  starts  at 
the  end  of  May.  Parke-Davis 
Research  Laboratories.  Tel:  0703 
620500. 

Sterling  Health's  Panadol  baby  & 
infant  suspension  (formerly  elixir) 
16  has  been  reduced  in  price  to 
£4.32,  to  bring  it  in  line  with  the 
Drug  Tariff  price  for  paracetamol 


Hydrocal  is  steroid  cream 
in  calamine  base 


Bioglan  are  introducing  Hydrocal 
cream  to  the  UK  this  month, 
following  its  launch  in  the  Irish 
Republic  last  year. 

Hydrocal  is  a  pink  cream 
containing  hydrocortisone  acetate 
1  per  cent;  but  unlike  other 
hydrocortisone  creams  it  is 
formulated  in  an  emollient  base 
containing  calamine. 

It  is  indicated  for  the  relief  of 
inflammatory  manifestations  of 


corticosteroid-responsive 
dermatoses,  and  should  be  applied 
two  or  three  times  daily.  Side- 
effects  and  contraindications  are 
as  for  other  hydrocortisone 
creams. 

Hydrocal  cream  is  supplied  in 
tubes  containing  25g  (£2.41 
trade),  is  classified  as  a  POM,  and 
the  product  licence  number  is 
0041/0001.  Bioglan  Laboratories 
Ltd.  Tel:  0462  438444. 


oral  suspension.  Sterling  Health. 
Tel:  0483  65599. 

Evans  heparin  sodium  injection  BP 
l,000u/ml  5  by  5ml  has  been 
discontinued  and  all  stocks  are 
exhausted.  All  back  orders  have 
been  cancelled.  The  new  pack  size 
of  10  by  5ml  will  be  available  in  two 
weeks.  Evans  Medical  Ltd.  Tel: 
0582608308. 

Evans  have  introduced  five 
injectable  products  in  packs  of  ten 
ampoules:  frusemide  (20mg/2ml 
£2.32,  50mg/5ml  £4.90); 
chlorpromazine  (25mg/ml  £2.10, 
50mg/2ml£2.66);  lignocaine  (0.5 
per  cent/lOml  £1 .67,  1  per  cent; 
2ml£1.10,  5ml£1.60, 10ml £3. 10, 
20ml  £3.20,  2  per  cent;  2ml  £1 .70, 
5ml  £1.90);  metoclopramide 
(10mg/2ml  £2.43);  and  ergo- 
metrine  (0.5mg/ml  £2.20,  all 
prices  trade).  Evans  Medical  Ltd. 
Tel:  0403  41400. 

Parke-Davis  have  changed  the 
packaging  of  Chloromycetin 
oplthalmic  ointment  and 
hydrocortisone  ophthalmic 
ointment.  New  packs  of  4g  will  be 
placed  individually  into  a 
cardboard  carton  to  aid  storage. 
The  price  per  tube  and  the 
minimum  order  quantity  remains 
unchanged.  Parke-Davis  Research 
Laboratories.  Tel:  0703  620500. 


LU 

Z 


GO-FASTER 


Relief  in  seconds,  Medijel 
not  only  works  fast  it  sells 
fast,  too. 

Many  customers  will  be 
asking  you  for  advice  on 
mouth  ulcers,  so  it's  a 
relief  to  know  you  can 
recommend  Medijel. 


For  mouth  ulcers  and  sore 
mouths  its  active  ingredient 
Lignocaine  gets  to  the 
point  of  pain  and  brings 
relief  in  seconds. 


MEDIJEL 

MOUTH  ULCER  RELIEF 
IN  SECONDS. 


DENDRON  LTD..  94  RICKMANSWORTH  RD.,  WATFORD.  HERTS.-JWD1  7JJ. 
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Controversial 
Danish  OTC 


SELF-MEDICATION  IN  EUROPE  CONFERENCE 


mi 

Cimetidine/antacid  combination 
seen  in  crystal  ball 


plan  fails 

An  ambitious  plan  by  the  Danish 
Minister  of  Health  to  transfer  81 
prescription  products,  including 
H,  antagonists,  to  over  the 
counter  status,  has  badly 
backfired  and  caused  chaos  in 
pharmacies. 

One  year  on  from  the  surprise 
move  the  Government,  now 
without  the  Minister  who 
launched  the  scheme,  has 
backtracked  on  reimbursement  of 
the  cost  of  the  antiulcer  medicines 
for  over  50,000  patients,  and 
scrapped  a  plan  to  abolish  the 
pharmacy  monopoly  on  medicine 
sales. 

Hans  Raith,  managing  director 
of  manufacturers  United  Nordic 
Pharma,  reminded  the 
Conference  that  in  the  seven 
weeks  from  the  Minister's 
announcement  of  the  plan  to  its 
implementation,  Denmark 
became  one  of  the  most  liberal 
OTC  markets  in  Europe. 
Antihistamines,  cough  and  cold 
remedies,  dermatologicals, 
ibuprofen,  the  "morning  after" 
Pill,  and  Tagamet  and  Zantac 
became  available  over  the  counter 
in  310  pharmacies. 

Under  pressure  from  the 
escalating  drug  bill,  the  Ministry  of 
Health  had  identified  savings  of 
DKK130m  that  would  be  made  by 
moving  prescription  products  to 
OTC.  Products  had  to  be 
converted  to  conform  to  OTC 
rules  or  be  withdrawn. 

Reaction  from  outside  the 
industry  centred  on  the  massive 
advertising  campaigns  unleashed 
on  the  public  by  manufacturers  of 
the  '  'new"  OTCs;  the  high  price 
Danes  would  be  expected  to  pay 
for  the  H3  antagonists;  and  the 
moral  questions  surrounding  the 
proposed  availability  of  the 
"morning  after"  Pill. 

The  Health  Minister  quickly 
changed  the  rules  on  advertising 
creating  further  confusion  and 
bureaucracy.  In  May,  just  five 
weeks  after  the  start  of  the 
scheme,  reimbursement  for  the 
H,  antagonists  was  reintroduced 
while,  under  pressure  from 
opposition  Christian  Democrat 
politicians,  Schering  withdrew 
their  "morning  after"  Pill  from 
the  market. 

Mr  Raith  said  it  was  doubtful 
the  expected  levels  of  savings 
would  be  reached,  especially  since 
the  H  2  antagonists  had  not,  in  the 
end,  gone  OTC. 

The  Danish  market  still  has  to 
settle  down.  While  minor 
products  or  variants  would 
continue  to  be  delisted,  no  major 
moves  are  likely  shortly. 


The  most  likely  formulation  for  a 
successful  "OTC  Tagamet"  will 
probably  be  a  combination  of 
cimetidine  with  an  antacid 
marketed  for  "fast  relief"  for  a 
short-term  bout  of  indigestion  at  a 
price  "anyone  is  prepared  to 
pay". 

This  crystal  ball  prediction  was 
made  by  Dorothy  Knightley, 
marketing  and  business 
development  director  of 
Intercontinental  Medical  Statistics 
(IMS),  during  OTC  News 
"Conference  on  Self-Medication 
in  Europe"  at  the  Sheraton 
Skyline  Hotel,  Heathrow  on  April 
24-25.  The  reasons  behind  her 
prediction  were  outlined  in  a  joint 


presentation  with  Nielsen's 
business  development  manager 
David  Timberlake  on  "bridging 
the  divide"  between  prescription 
and  over  the  counter  status. 

Mr  Timberlake  suggested 
consumers  perceived  OTC 
products  as  offering  "fast, 
effective  relief"  of  minor 
symptoms,  rather  then  for  the 
treatment  of  more  regular 
problems  for  which  people 
throughout  Europe  visit  their 
doctor.  Reliability  and  portability 
come  into  the  OTC  equation  too, 
as  does  ready  availability. 

Market  segmentation 
according  to  severity  of  condition 
and  treatment  can  create  new 


OTC  opportunities.  Consider 
said  Mrs  Knightley,  the  addition  o 
Merocaine  to  Merrell's  Merothol 
stable  or  Dequacaine  joinin 
Evans'  Dequadin.  In  both,  the 
inclusion  of  a  local  anaesthetic 
gave  a  "stronger"  product,  and 
created  a  new  sector  and  extra 
sales  with  no  erosion  of  the 
original  brand. 

Mr  Timberlake  had  a  warning, 
however.  "If  the  original  brand  is, 
insecure,  line  extensions  are 
vulernable,  but  a  strong  brand 
image  can  be  transferred  to  a  line  I 
extension,"  he  said. 

Moves  to  OTC  provide 
opportunities  for  expanding  the: 
life  cycle  of  a  product.  The 
examples  of  Nurofen  from  Brufen,1 
and  Arret  from  Imodium  had! 
demonstrated  the  value  of 
keeping  overall  sales  healthy  by 
talking  to  both  doctors  and 
consumers. 

Mrs  Knightley  noteoS.  thata 
consumer  expectations  for  anj 
OTC  are  reflected  in  the  claim  for 
Arret  of  producing  fast  effective! 
relief  for  a  specific  indication  —I 
holiday  diarrhoea   —   while  ! 
Imodium  is  still  indicated  to 
doctors  for  general  diarrhoea. 

Distribution  could  not  bel 
ignored,  Mr  Timberlake  said.  In!  I 
the  UK  the  concept  of  one-stopij 
shopping  lends  increasing 
importance  to  the  grocery  sector,  I 
where,  for  example,  70percentolfl 
self-medication  treatments  for  j 
stomach  upsets  are  now  I 
purchased. 

The  appearance  of  a  product 
on  the  grocery  shelves  is  making  - 
OTC     medicines  purchase^ 
proactive,  before  illness,  ratherr; 
than  reactive,  to  remedy  a! 
sickness,  Mr  Timberlake  said. 

The  last  important  ingredient 
of  a  successful  transition  from 
prescription  to  OTC  is  price.  The! 
experience  of  loperamide  and 
astemizole  had  shown  that 
prescription  drug  prices  can  be 
maintained  and  even  exceeded  if 
the  product  delivers  the  expected!! 
benefits. 

"There  will  always  be  al 
market  for  high  priced 
sophistication,"  Mrs  Knightley 
said.  "Demand  will  always  exist 
for  products  with  a  high 
performance."  Turning  to  the 
potential  for  "OTC  Tagamet", 
Mrs  Knightley  said  that  Tagamet 
had  a  successful  and  long 
established  safety  and  efficacy 
record  on  prescription,  key 
criteria  for  OTC  success. 
Conference  papers  can  be 
obtained  for  £100  from  OTC  News 
&  Market  Report,  1  Clarence 
Street,  Southend-on-Sea,  Essex 
SSI 1BH. 


OTC  mergers  and 
acquisitions  to  continue 


There  is  likely  to  be  no  let  up  in  the 
rate  of  mergers  and  acquisitions 
among  OTC  manufacturers, 
especially  if,  as  has  been  widely 
predicted,  a  "golden  future"  for 
OTCs  is  just  around  the  corner. 

Colin  Twaite,  Rorer 
International's  vice-president  for 
OTCs  in  non-USA  markets,  said 
continuing  merger  and  acquisition 
activity  is  driven  by  several 
forces.  Price  restraint  and 
blacklisting  of  ethicals  has  led 
companies  to  reconsider  OTC 
opportunities;  OTC  companies 
who  recognised  that  their 
business  was  too  "narrow" 
bought  to  fill  gaps;  establishing 
new    brands    is    risky  and 


expensive;  OTC  brands  are 
relatively  small  with  high 
promotional  costs,  so  companies 
need  a  good  portfolio  for 
profitability;  consumer  goods 
manufacturers  like  Unilever  and 
Proctor  &  Gamble  have  extended 
into  "synergistic"  OTC 
categories;  and  the  "golden 
future"  scenario  suggests  OTCs 
are  an  area  to  be  in. 

Future  trends  too,  like 
opportunities  in  Eastern  Europe, 
moves  to  mass  distribution  in 
countries  where  medicines  are 
still  exclusively  pharmacy  only  and 
the  evolution  of  truly  transnational 
brands  can  only  increase  the 
trend,  Mr  Twaite  said. 


Opportunities  grow  in 
East  Germany 


Economic  reforms  taking  place  in 
East  Germany  offer  improved 
opportunities  for  co-operation 
with  the  country's  small  scale 
OTC  industry. 

Dr  Christoph  Dauth,  manager 
of  the  research  and  development 
programme  of  the  VEB 
Pharmazeutische  Kombinat 
Germed  Dresden,  said  that 
decentralisation  and  openings  for 
import  and  export  of  capital, 
know-how  and  goods  offers 
possibilities  in  manufacture  under 
licence,  formation  of  private 
enterprises  and  capital  share  in 
East  German  enterprises. 

Dr  Dauth  said  the  situation  in 
the  GDR  was  similar  to  that  in 
other  European  countries,  with 


tremendous  opportunities  for 
growth  in  the  OTC  market. 
Currently,  OTC  needs  are 
essentially  met  by  manufacture  in 
the  GDR  which  is  therefore 
uneconomically  wide  with 
export/import  undeveloped. 

The  solution,  he  said,  lies  in 
the  gradual  reduction  of  the 
manufacturing  scale  to  an 
economically  effective  range. 
Increases  in  turnover  require 
technical  innovation  in 
manufacture  and  distribution,  an 
accelerated  organisation  of  good 
manufacturing  practice-led 
working  conditions,  packaging  of 
international  standards,  extended 
advertising  and  a  market-directed 
pricing  policy. 
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Pack  contents 


10XRG  100  135-24+3 
5  XRG  100  135-36 
5  XRG  200  135-24 
5  XRG  400  135-24 

5  XRG  100  135-12+3  FREE  OF  CHARGE 


Better  pictures  -  Better  profits  from  Agfa 


AGFA<£> 


jiountercQll . 


APPOINTED  AGFA  DISTRIBUTOR  TO  THE  CHEMIST 

Countercall  Limited,  Church  Road,  Perry  Barr,  Birmingham  B42  2LD. 
Tel:  021-356  0478.  Fax:  021-356  2155.  Telex:  335  986. 


ROME  VANTAGE  CONVENTION 


AAH  celebrate  15  years  of 
Vantage  pharmacy  trading 

AAH  Pharmaceuticals  celebrated  15  years  of  Vantage  voluntary  trading  by  returning  to 
Rome  for  their  annual  Convention  with  a  record  330  delegates.  With  membership  now 
standing  at  2,600  and  a  national  advertising  budget  which  has  averaged  £lm  over  the 
last  couple  of  years  to  back  the  concept,  and  nearly  300  own  brand  lines,  key  company 

[i  'I  i       ,    i1  h  ['ociujffl  iftojin  irepraigre    mi  k  4  i  sniffl  i)     i    iloi  ml 


Vantage  pharmacy,  wants  to  bujl 
Vantage  products  —  not  just  once] 
but  on  a  regular  basis  —  then  thil 
activity  is  not  leading  to  action  -I 
only  to  further  futile  activity. 

"Our  ambition  within  AAH  foil 
Vantage  is  not  the  control  of  J 
large  retailing  chain,  it  is  thei 
provision  of  a  structure  withiil 
which  independent  retailers  caij 
operate  on  an  independent  anql 
local  basis.  We  believe  that  the! 
structure  offered  by  superfl 
Vantage  is  one  that  will  enabk I 
your  profitable  growth  to  takJ 
place, ' '  Mr  Watkinson  says.  ,1 


Founded  at  a  time  when 
pharmacies  were  closing  at  a  rate 
of  200  a  year,  the  aim  of  Vantage 
was  to  provide  an  "add  on" 
service  for  the  independent  by 
offering  ways  and  money  to 
improve  the  front  shop  to  attract 
more  customers,  according  to 
AAH  Pharmaceuticals  marketing 
director  Alan  Turner. 


Marketing  director  Alan  Turner 

This  was  done,  then  and  now, 
by  giving  the  independent 
pharmacist  the  necessary 
management  and  marketing 
opportunities  available  to  large 
retail  organisations  to  compete 
against  multiples  and  other  well 
organised  retail  outlets,  both 
within  and  without  pharmacy: 
"the  opportunity  to  avail 
yourselves  of  centralised  facilities, 
to  better,  not  just  your  premises 
and  your  staff,  but  your  profit 
margins  and  your  overall  sales. ' ' 
This  is  done  by  constantly 
evaluating  modern  retailing 
practices  to  improve  the  Vantage 
programme  for  your  benefit  and 
by  encouraging  the  three-way 
partnership  between  wholesaler, 
retailer  and  manufacturer. 

"  In  the  early  days  of  Vantage , 
this  relationship  merely  meant 
trying  to  get  special  offers  at 
prices  that  would  match  those  of 
the  supermarket.  However,  as 
we  enter  the  nineties,  the 
relationship  with  manufacturers  is 
much  more  complex  than 
promotional  pricing.  We  are  also  in 
discussion  with  manufacturers  on 
planograms,  on  shelf  and  shop 
layouts,  on  specific  display 
materials  for  Vantage  members 


only,  and  many  other  matters. 

"In  the  years  ahead,  you  will 
be  seeing  a  more  rational 
approach  to  the  stock  that  is  held 
in  pharmacy  and  the  stock  that  is 
displayed  on  shelves,  rather  than 
the  somewhat  haphazard  display 
techniques  that  are  used  at  the 
moment."  Mr  Turner  says  the 
amount  and  value  of  stock  on  the 
shelves  of  the  average  pharmacy 
is  worrying  in  relation  to  turnover 
generated.  The  increase  in 
uniform  business  rates  and 
overheads  and  the  need  to  get 
more  out  of  the  front  shop  to 
offset  the  decline  of  the  profits  of 
the  dispensary,  would  mean 
better  stock  management. 

VT0  specifics 

For  marketing  manager  David 
Watkinson  a  symbol  group  should 
provide  a  strong  own  brand, 
create  a  retailing  image  that  is 
attractive  to  the  consumer,  utilise 
the  strength  of  voluntary  group 
activity  to  the  benefit  of  the 
membership,  and  provide 
services  that  might  not  otherwise 
be  available  to  the  independent. 

The  Vantage  brand  has 
diversified  into  a  large  variety  of 
market  areas,  the  most  recent 
being  over  the  counter  medicines 
with  the  development  of  the 
analgesics  range  and  the  packed 
goods  range.  Mr  Watkinson  says, 
by  and  large,  Vantage  has 
achieved  the  key  elements  of  any 
own  label  activity  of  providing  a 
competitive  retailing  price,  an 
improved  retail  margin  over  the 
brands,  the  right  image,  and 
customer  loyalty.  The  next 
Vantage  launch  of  a  six  colour 
range  of  fashion  tights  will  take 
place  in  the  next  two  months. 

The  present  colour  magazine 
campaign  is  pure  image 
advertising,  and  is  attempting  to 
influence  the  consumer's 
emotional  responses,  Mr 
Watkinson  says.  But  advertising 
alone  cannot  do  chis:  image  is 
created  in  the  shop  environment 
itself.  "It  is  what  the  shopper 
experiences  in  the  shop  which 
determines  more  than  anything 
else  how  the  shopper  perceives 
that  retailer  and  the  branding 
associated  with  the  retailer." 

But,  he  says  there  are  some 


Franchise  shops 
Super  Vantage 
Strong 
supporters 
Supporters 
Other  members 


Vantage  1 
Membership  j 
Now  3  Yearil 
100   200 4 
35   300  J 
500  400+1 


1.450  1 

515 
2,600 
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David  Watkinson,  AAH 

Vantage  members  who,  by  their 
lack  of  support,  are  actually 
damaging  the  efforts  that  others 
are  making. 

The  application  of  buying 
strengths  to  provide  lower  prices 
and  better  services  is  only  of 
benefit,  says  Mr  Watkinson,  if  the 
consumer  is  affected.  "Unless  the 
consumer  wants  to  shop  in  a 


Vantage  is  not  simply  going  fa 
size,  but  is  in  the  business  o! 
ensuring  the  quality  of  the 
membership,  hence  the  questioij 
mark  over  size  in  three  years 
"Members  will  be  asked  to  leave1) 
rather  than  join,"  says  Mi 
Watkinson.  The  quality  o 
membership  probably  will  be 
protected  by  the  expulsion  O: 
Vantage  members  who  are  no 
positively  contributing  to  the 
overall  good.  '  'The  way  ahead  foi 
Vantage  is  by  increasec 
commitment  from  us  all. . . " 


Wholesaling  under  threat? 


Short-line  wholesaling,  self 
distributors,  and  a  slow  down  in 
growth  in  a  volume-sensitive 
ethicals  market,  will  bring 
increasing  pressure  on  wholesaler 
profitability  and  threaten  the 
future  distribution  pattern  if  the 
Government  does  not  recognise 
the  full-line  service,  according  to 
David  Taylor,  managing  director 
of  AAH  Pharmaceuticals. 

Mr  Taylor  says  NHS 
prescription  market  growth  was 
down  to  around  7.6  per  cent  last 
November  year  on  year, 
according  to  IMS  —  the  first  time 
it  has  been  in  single  figures  for 
years.  Increasing  use  of  generics 
and  original  pack  dispensing  were 
forcing  down  the  average  line 
value  (ALV)  of  script  drugs.  For 
example  the  ALV  of  an  ethical 
passing  through  AAH  is  £14.13 
compared  with  £7.72  for  a  generic 
with  the  combined  average  up  just 
1.7  per  cent  last  year. 

And  with  industry  expecting 
the  generics  market  to  double  to 
around  £350m  by  1992  (13.4  per 
cent  market  share),  and  with  the 
effects  of  indicative  drug 
prescribing  yet  to  be  felt,  Mr 


Managing  director  David  Taylor 


Taylor  says  the  burden  on  full-line 
wholesalers  can  only  increase 
For  example  in  March,  of  the 
6,500  lines  stocked  by  AAH  only 
4,500  were  ordered.  In  fact  the' 
AAH's  top  200  sellers  account  for 
53  per  cent  of  all  company  orders 
Mr  Taylor  says  the  significant 
improvement  in  the  efficiency  of 
pharmaceutical  wholesalers  of 
recent  years  is  not  repeatable 
"There  is  a  need  to  invest  in 
improved  assembly  methods  and 
automation  to  contain  costs... 
Further  casualties  and 
consolidation  can  be  expected. 
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Practice  audit  for 
pharmacy  shortly? 

Pharmacy  needs  a  method  of  systematically  comparing 
harmacy  practice  with  some  defined  standard  of  quality 
so  that  the  conscientious  pharmacist  can  ensure  he 
provides  the  best  possible  service,  while  meeting  the 
public's  expectations.  This  personal  view  was  put  by 
barrister  and  past  head  of  a  retail  pharmacy  group  John 
Merrills,  senior  principal  pharmaceutical  officer  at  the 
epartment  of  Health,  in  a  talk  entitled  "Pharmacy  —  the 
way  ahead" 


ow  do  pharmacists  know  if  they 
e  good  or  bad?  John  Merrills 
ks.  "The  Code  of  Ethics  has 
•thing  concrete  to  offer  as  a 
lide  —  it  has  phrases  such  as 
ufficient'."  There  is  a  need  to 
nsider  Pharmaceutical  Society 
onouncements  in  a  new  light, 
it  as  edicts  from  on  high,  but  as 
dications  of  "best  documented 
actice",  a  "consensus  view  of 
>od  practice". 

Mr  Merrills  says  it  is  never 
;ar  exactly  what  standards  the 
iciety's  Inspectors  are  using,  or 
deed  how  well  each  pharmacy 
easures  up.  "We  learn  if  we  fall 
■low,  but  don't  know  if  we  are 
iove." 

We  are  all  agreed  that  the 
iblic  should  have  a  high  quality 
larmaeeutical  service  and  that 
is  profession  should  provide  it. 
at  how  do  we  define  that  high 
lality?  he  asks.  The  approach 
'pends  upon  who  is  making  the 
dgment.  The  pharmacist  will 
ive  one  view,  the  patient  will 
ive  another  and  the  taxpayer 
ay  have  yet  another  set  of 
'iorities.  "If  we  say  that 
iciety/the  taxpayer  wants  the 
ghest  standards  compatible  with 
fordable  rates  of  tax/ value  for 
oney,  then  we  are  getting 
)mewhere.  The  pharmacist 
lows  what  is  best  for  the  patient 
id  the  patient  knows  what  he 
ould  like.  Somewhere  in  that 
iangle  of  views  is  the  quality  we 
?ek,"  Mr  Merrills  says. 

This  process  has  the  tag  of 
audit".  There  is  a  detailed 
orking  paper,  supplementing 
Working  for  Patients",  the 
'hite  Paper  on  the  NHS.  The 
edical  Royal  Colleges  have 
idorsed  the  practice,  he  says. 

In  1981  the  RPSGB  produced 
document  entitled  "A  guide  to 
?lf-assessment  of  professional 
"actice"  —  not  intended  to  be  a 
jmplete  exposition  of  audit,  but 
ither  a  "quality  assessment", 
ow  the  president  has  indicated  in 
?r  New  Year  message  that 
ouncil  believes  this  issue  of 
andards  is  one  which  the 


membership  must  address.  The 
inspectorate  is  to  provide  advice. 
"But  what  is  needed  is  for  each 
and  every  one  of  us  to  become 
involved  in  some  formal  process 
—  a  peer  review." 

General  managers  in  the  NHS 
see  clinical  audit  as  part  of 
professional  practice,  and  we 
should  also  see  it  in  that  light,  Mr 
Merrills  says.  "I  confidently 
predict  that  that  the  new  FHSAs 
will  be  very  interested  in  audit.  It 


John  Merrills,  DoH 


is  better  for  the  profession  to  be  in 
control  than  have  audit  imposed 
by  an  authority  seeking  to  verify 
the  standards  of  practice . ' ' 

Much  of  what  is  needed  for 
audit  is  already  available  but  is  not 
yet  organised  into  a  "toolbox". 
Consider  the  following  as  a  basis: 
Society  Inspector's  reports, 
management  reports,  and 
research,  particularly  into  public 
perceptions.  Mr  Merrills  says  the 
RPhOs  standards  document  lays 
down  standards  for  the  provision 
of  pharmaceutical  services  in 
hospitals  and  bears  careful 
consideration  by  community 
pharmacists. 

"Using  the  Guide  to  Self- 
Assessment  in  conjunction  with 
the  results  from  printed  studies 
and  surveys  is  one  way  of  taking 


forward  the  same  search  for 
quality.  But  it  is  surely  much  mure 
useful  for  the  technique  to  be 
incorporated  in  a  formal  setting, 
with  visiting  pharmacists  taking 
the  process  much  nearer  to  one  of 
objective  assessment. ' ' 

As  an  aside  Mr  Merrills  says 
he  would  make  membership  of  the 
College  of  Pharmacy  Practice 
dependent  only  upon  a 
satisfactory  peer  review,  instead 
(il  taking  exams  "It  would  be  .1 
recognition  by  ones  colleagues 
that  ones  practice  was  an  example 
to  others.  What  an  excellent 
reward  for  dedication! 

One  advantage  of  peer  review 
might  be  that  the  profession  picks 
up  earlier  those  among  us  who  are 
"impaired"  by  alcohol,  drugs  or 
even  old  age  or  incompetence. 
"As  a  profession  our  record  of 
dealing  with  impaired  pharmacists 
leaves  a  lot  to  be  desired . ' '  Peer 
review  provides  a  way  of  tackling 
general  incompetence  by 
retraining  rather  than  disciplinary- 
procedures,  Mr  Merrills  says. 

Independents  to  gain? 

Many  companies  already  have  a 
form  of  quality  assessment  built  in 
to  their  management  structure. 
Maybe  it  is  the  independents  who 
have  the  most  to  gain  from  this 
development.  "Perhaps  it  is 
something  which  Vantage  could 
take  forward?" 

Mr  Merrills  says  there  is  a 
balance  to  be  maintained  between 
the  two  components  of  pharmacy 
practice  —  the  business  and  the 
professional  components.  "What 
I  want  to  do  is  shift  the  balance  so 
that  the  professional  aspects  are 
dominant.  At  the  moment,  despite 
some  encouraging  signs  to  the 
contrary  I  think  that  business 
threatens  to  tip  the  balance.  I 


recognise  that  there  are  powerful 
economic  incentives  operating  to 
make  the  practice  of  pharmacy 
more  of  a  business  than  ever 
before. 

"I  cannot  see  why 
pharmacists  should  be  so  keen  to 
sell  non-pharmacy  items  when  any 
retailer  can  come  in  and  undercut 
the  business.  Pharmacy  needs  to 
show,  as  do  all  professions,  that 
they  give  some  kind  of  added 
value  to  thi'  user  -  improved 
patient  care,  patient  compliance 
and  reduced  costs  to  the 
government  which  come  from 
identifying,  resolving  and 
preventing  the  patients  drug 
related  problems,"  he  says. 

To  achieve  these  objectives 
community  pharmacists  are  going 
to  have  to  work  much  more 
closely  with  the  local  GPs.  Role 
expansion  will  almost  certainly 
stray  into  the  areas  of  other 
professions.  But  the  acceptance  of 
shared  activities  is  much  easier  if 
it  is  seen  to  be  for  the  benefit  of 
the  patient.  "There  is  clear 
evidence  in  the  UK  that  doctors 
attitudes  are  changing  and  that 
team  effort  is  possible  and 
welcomed. 

Mr  Merrills  says  that  as 
pharmacy  has  changed  its 
concentration  from  product  to 
patient,  so  it  has  also  widened  its 
horizons.  "We  used  to  talk  of  self- 
medication  —  now  I  think  we  talk 
of  self-care."  The  new  term 
embraces  all  the  other  activities  of 
pharmacy  concerned  with  the 
health  of  the  individual  —  health 
promotion,  health  education, 
advice  on  lifestyle,  on  diet  and  on 
care  of  the  elderly,  and  the  area  of 
self  diagnosis  aids.  "All  of  these 
activities  are  more  appropriate  in 
a  pharmacy  than  selling  umbrellas 
or  jewellery  and  they  provide  the 
key  for  the  expansion  of  sales." 


Vantage  are  to  provide  a  series  of  continuing  education  audio  tapes 
through  Bradford  University's  Practice  Research  Unit  which  will 
include:  counselling/response  to  symptoms;  law /ethics/professional 
matters;  XHSDrug  Tanff /remuneration/business,  and  communication 
skills.  The  Unit 's  Dr  Ian  Jones  announces  delivery  of  the  first  tape  which 
has  sections  on  new  hayfever  products,  the  Code  of  Ethics  and 
advertising,  the  Drug  Tariff,  and  on  how  to  deal  with  difficult  customers. 
The  tapes  maybe  supplemented  with  written  material,  questionnaires, 
records,  and  certificates. 
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Families  and  health 
the  key  to  1990s 
consumer  spending 

During  the  1990s  there  will  be  an  increasing  polarisation 

of  wealth  within  the  community,  with  older  sections 
dominating  spending  patterns,  unlike  in  the  '80s.  In  the 
first  part  of  the  decade  25-34  year  olds  will  be  important 
with  34-45  age  group  taking  over  at  the  end  of  it,  and 

likely  to  be  the  main  beneficiaries  of  the  expected 
doubling  to  £11  billion  of  housing  inheritance  wealth  by 
2000.  Michael  Willmott,  associate  director,  Henley 
Centre,  looks  at  how  pharmacists  can  benefit 


In  the  short  term  consumer 
spending  will  grow  at  2-2.5  per 
cent  with  a  pre-election  boom  in 
1991  the  result  of  Government 
action.  Some  people  will  be  25-30 
per  cent  better  off  by  the  end  of 
the  decade  but  for  others  there 
will  be  little  real  increase  in  income 
—  this  has  been  true  for  30-35  per 
cent  of  the  population  since  1976. 

The  nature  of  the  job  market 
will  also  change  through  the 
decade,  Mr  Willmott  savs.  Nearly 


80  per  cent  of  new  jobs  will  be 
taken  by  women  and  50  per  cent 
of  all  managerial  jobs  will  go  to 
women,  many  of  them  returning 
to  work  after  having  children.  And 
for  many,  while  pay  will  be  the 
most  important  factor,  a  lack  of 
stress  and  worry  within  the  job 
would  be  the  next  most  important, 
says  Mr  Willmott.  The  '80s  had 
not  produced  the  leisured  society 
—  there  had  been  a  reduction  in 
free  time  —  but  the  '90s  will  see  a 


Partnership  for  profit 


John  Edwards,  national  sales 
manager  for  Crookes  Healthcare, 
spelt  out  the  ways  in  which 
pharmacists  and  suppliers  could 
co-operate  for  their  mutual 
success .  This  is  a  summary  of  his 
paper: 

1.  Service.  Give  personal  service 
backed  by  staff  training. 

2.  Store  layout.  Take  a  less  arrogant 
attitude  to  store  layout  (nothing 
"sells  itself")  and  use  advice  from 
AAH  or  manufacturers  to  tie  in 
with  the  brand  support  package. 
Use  POS  and  imagination. 

3.  Be  both  plaraiaeist  and  retailer.  The 
retailing  image  of  pharmacy  has 
improved,  reversing  declining 
shares  in  some  markets.  Continue 
to  capitalise  on  the  trend  to  self 
medication. 

4.  Staff  training.  Product  knowledge 
should  not  just  come  from 
colleagues  or  product  packs,  but 
from  articles  in  the  pharmaceutical 
Press,  through  suppliers  and 
wholesalers  training  schemes, 
through  training  leaflets  etc. 

5.  Consumer  leaflets.  Use 
manufacturers  and  healthcare 
brochures  and  letters  effectively 
through  proper  display. 

6.  Advertising.  Support  the 
companies  who  advertise  by 


The  Crookes  Healthcare  stand  at 
the  supplier's  forum.  National 
sales  manager  John  Edwards 
explains  the  market 
stocking  and  displaying  those 
brands.  Use  POS  material  and 
window  kits  effectively,  and 
wherever  possible  "add 
interest".  Make  a  staff  member 
responsible  for  display. 
7.  Territory  managers.  Treat  them  as 
partners  in  getting  the  best  out  of 
their  products  and  your  business 
through  stock  management  and 
promotional  support. 
9.  Pharmacy  USP.  Exploit  your  unique 
selling  point  —  that  you  are  a 
professional  in  the  community. 


desire  for  a  "less  hassled 
society". 

And  the  needs  of  the  family  will 
increasingly  influence  shopping 
patterns.  There  will  be  greater 
use  of  local  shops  and  a  growth  of 
specialist  shops,  but, 
nonetheless,  out-of-town  shops 
would  continue  to  develop. 

People  are  becoming  more 
individual  now,  Mr  Willmott  says, 
with  a  fragmenting  of  consumer 
markets.  People  want  more 
authentic,  more  natural  products. 
This  is  being  seen  particularly  in 
health  markets  which  are 
benefitting  from  a  rise  in  health 
consciousness.  People  took 
homoeopathic  medicines,  not 
because  they  worked  better,  but 
because  they  were  perceived  as 
more  natural. 

Two  key  health  issues  for  the 
1990s  will  be  coronary  heart 
disease  —  the  UK's  biggest  killer 
—  and  stress,  he  says. 

For  pharmacies  the  most 


One  of  the  35  Super  Vantage 
pharmacists,  David  Beynon  from 
Swansea,  gives  the  lowdown  on 
the  scheme.  '  'I  take  what  I  need 
from  it  and  feel  more  independent 
as  a  result 


Michael  Willmott,  Henley  Centre 

important  improvement  they  need 
to  make  is  to  provide  more 
convenient  opening  time  (31  per 
cent  of  sample)  according  to 
Henley's  Planning  for  Social 
Change  1989-90  survey.  Lower 
prices  come  next  (28  per  cent) 
followed  by  wider  product  range 
(17  per  cent),  better  service  (14 
per  cent)  and  better  store  layout 
(12  per  cent).  Better  service  in 
pharmacy  means  even  more 


knowledge  and  experience  for 
staff,  says  Mr  Willmott. 

This  year  people  surveyed 
want  to  see  Sunday  opening  (33 
per  cent)  and  longer  weekday 
opening  in  chemists. 

Threats  to  pharmacies  include 
more  imaginative  use  of 
secondary  sites  by  major  multiples 
brought  about  by  increasing  High 
Street  rents  for  prime  sites. 
Competition  could  also  push  up 
rents  on  secondary  and  tertiary 
sites.  Price  would  continue  from 
supermarkets  on  price,  range, 
convenience,  merchandising  and 
possibly  through  the  fun  factor. 

And  there  were  likely  to  be 
more  specialist  outlets,  too.  Why 
not  the  bath  shop,  the  soap  shop, 
the  hypo-allergenic  shop,  or  the 
self-medication  shop  to  follow  the 
Body  Shop  example?  Mr  Willmott 
suggests. 

But  on  the  plus  side 
pharmacists  can  be  very  optimistic 
about  the  1990s.  There  will 
continue  to  be  an  increased 
interest  in  health  and  beauty  and  in 
self-medication  with  the  trend  to 
local  community  stores  and 
traditional  outlets  continuing. 
People  are  also  fed  up  with  the 
homogeneity  of  design  in  the  High 
Street,  Mr  Willmott  concludes. 


Question  time  at  the  end  of  the  morning  session  produced  a  variety  of 
concerns.  Philip  Hunt  of  Bristol  took  issue  with  John  Merrill's 
suggestion  that  pharmacists  should  stick  to  their  core  healthcare 
business  (p769),  foresaking  non-pharmacy  lines  for  a  more 
professional  image.  Mr  Hunt  maintained  that  viability  was  the  key  to 
running  any  business,  including  a  pharmacy,  and  that  might  mean 
the  sort  of  diversification  to  which  Mr  Merrills  was  so  opposed.  Clive 
Murray  (pictured)  said  he  could  see  both  points  of  view.  If  the  concept 
of  the  barber/surgeon  had  been  acceptable  then  what  was  wrong  with 
the  grocer/pharmacist,  he  asked?  "I  am  the  grocer/pharmacist 
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;nd  in  the  forms 

members  should  have  received  the  full  Conversion  Document 
iich  also  includes  details  of  the  Share  Offer  for  shares  in 
.iChem  PLC.  There  are  four  forms  that  should  be  completed 
J  returned  to  UniChem  NOW. 


All  the  Fun  of  the  Fairs 

The  100-stand  show,  taking  place  in  a  private  area  of  the  park, 
will  feature  many  of  the  well-known  manufacturers  and  service 
suppliers  including:-  Colgate-Palmolive,  Crookes  Healthcare, 
Gillette,  Kodak,  Reckitt  &  Colman  and  Sterling  Health. 


^  Application  form  for  Conversion  Shares  in  UniChem  PLC 

^  Application  form  for  new  Offer  Shares 

^  Voting  form  for  May  20th  Annual  Meeting 

^  Voting  form  for  June  8th  Special  Meeting 

'tnbers  should  be  sure  to  register  their  votes  for  both  meetings 
soon  as  possible,  whether  or  not  they  are  planning  to  attend 
!  Annual  Meeting  at  Thorpe  Park  on  May  20th. 


en  Members  who  don't  vote,  or  vote  against  the 
nversion,  are  strongly  advised  to  take  up  their 
titlement  to  conversion  shares  in  UniChem  PLC. 
is  will  ensure  that  if  the  conversion  becomes 
ective,  they  will  receive  shares  in  the  new 
mpany.  If  they  do  not  apply,  and  the  conversion 
es  ahead,  they  will  lose  their  entitlement  to 
liChem  PLC  shares  and  thereby  suffer  a 
bstantial  financial  disadvantage.  Entitlement  is 
t  automatic,  Members  must  apply. 

Members  want  to  take  up  their  entitlement  to 
e  new  Offer  Shares  under  the  Share  Offer,  they 
ust  complete  the  application  form  and  return  it 
ith  a  cheque.  If  they  fail  to  apply  for  these  Offer 
tares,  they  are  likely  to  suffer  a  substantial 
lancial  disadvantage. 

ill  information  relating  to  the  proposed 
nversion  and  on  how  to  complete  the  four  forms 
given  in  the  Conversion  Document. 


TEN   YEAR  RECORD 
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TURNOVER  14X0  -  1989 


Most  of  the  exhibitors  have  promised  exciting  offers  on  the  day, 
including  competitions  and  free  stock.  One  lucky  member  could 
drive  away  in  a  new  car!  A  "teddy-bears'  picnic"  will  keep  the 
little  ones  amused  whilst  the  formal  meeting  takes  place,  then  it's 
all  the  fun  of  two  fairs  in  one!  We  will  even  have  three  hot  air 
balloons. 

Full  details  of  how  to  get  to  Thorpe  Park  and  the  trade  show  will 
be  sent  out  early  in  May. 

1989  Brings  Further  Records 

The  results  for  1989  gave  turnover  rising  to  £783m 
and  profits  before  tax  of  £14.5m  -  increases  in 
excess  of  10%  and  15%-  respectively  over  the 
excellent  1988. 


PROFIT  BEFORE  TAX  19X0-  19X9 
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The  continuing  full  support  of  our  members  is 
greatly  appreciated,  and  of  course  vital  for  the 
success  of  UniChem  in  the  future.  Our  financial 
performance  and  prospects  will  have  a  significant 
impact  on  our  future  share  price  after  flotation,  if 
members  vote  in  support  of  the  Board's  strong 
recommendation. 
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ALLOCATIONS  TO  MEMBERS 
1980-  1989 


UniChem  -  Proud  to  Be  In  Such  Good  Health 

This  advertisement  has  been  issued  bv  UniChem  Limited,  having  been  approved  by  UBS  Phillips  &  Drew  Securities  Limited,  which  provides  corporate  finance  services 
to  the  Society.  If  you  are  in  any  doubt  about  the  implications  of  this  advertisement  vou  are  recommended  to  obtain  the  advice  of  your  investment  advisers.  Whilst 
UniChem  remains  registered  under  the  Industrial  and  Provident  Societies  Act  1965,  its  shares  may  onlv  be  transferred  in  limited  circumstances  as  set  out  in  the 
UniChem  Rules  and  under  the  provisions  of  that  Act.  The  shares  will  only  become  freely  transferable  if  the  Society  is  converted  into  a  Public  Limited  Company 
following  the  passing  of  the  necessary  resolutions  at  the  Annual  and  Special  Meetings,  although  a  liquid  market  will  not  exist  unless  the  shares  are  listed.  This 
advertisement  does  not  constitute  a  prospectus  but  the  Conversion  Document,  which  constitutes  a  prospectus  and  has  been  lodged  with  the  Registrar  of  Companies, 

sets  out  in  full  the  basis  on  which  shares  are  being  offered  for  subscription. 
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APS,  the 
number  one 
performer 


Thanks  to  you  the  Pharmacist . .  . 

The  results  of  independent  research  show  that  we  are 
the  top  supplier  across  a  wide  range  of  major  generic 
medicines  in  the  UK. 

You'll  find  our  service  second  to  none.  With  more 
than  50  years  experience  supplying  Pharmacists,  we  fully 
understand  your  need  for  a  prompt,  professional  and 
personal  service. 

You  will,  in  short,  receive  from  APS  a  level  of 
performance  that's  way  in  front  of  any  other  supplier. 

That  's  why  we  are  your  first  name  in  generics. 


E  SERVICE 


'You  can 
depend  on  APS 
to  provide  products 
of  the  highest 
standard. " 


Now  in  its  fourth  successive  year  as  Britain's  Best  Selling  Vacuum  Cleaner, 

VAX  out-sells  its  nearest  rival  by  five  to  one. 
The  3-in-l  cleaning  system  has  really  caught  on  with  housewives,  currently 

capturing  25%  of  the  three  million  unit  vacuum  cleaner  market. 
The  3-in-l  is  the  fastest  growing  market.  Last  year,  sales  increased  by  40% 

and  this  is  forecast  to  continue  in  1990. 
All  3-in-l  systems  need  cleaning  fluids.  VAX  have  pioneered  this  market, 
developing  high  performance  cleaning  solutions  gentle  to  both  natural  and 
man-made  fibres. 


VAX  Have  Changed  the  Face 
of  Household  Cleaning, 
Now  is  the  Time  to  Profit 
From  Our  Innovation 
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Demand  is  high  and  rising  daily  with  3-in-l  system  sales. 
We  know  your  customers  want  to  buy  these  cleaning  fluids  in  your  stores,  so 
these  four  fast  movers  will  earn  you  profit  from  Day  One  on  your  shelves: 

•  VAX  CARPET  &  UPHOLSTERY  CLEANER  •  VAX  AUTOMOP  H ARDFLOOR 
CLEANER  •  VAX  DEFOAMER  •  ALLERITE  DUSTMITE  ALLERGEN 
CONTROL  CARPET  AND  SOFT  FURNISHINGS  CLEANER 

Let's  all  profit  together!  Talk  to  our  cleaning  product  sales  staff  today. 
VAX  Appliances  Ltd.  Telephone  0905  795959. 


Bureaucratic 
nonsense? 

Many  column  metres  have  been 
written  over  the  years  concerning 
contracts  and  professional 
matters,  but  over  those  same 
years,  I  believe  that  our  self- 
esteem  has  been  whittled  away. 
Many  of  my  colleagues  are  of  the 
same  opinion  as  myself  in  that  we 
are  so  tied  up  in  red  tape  that  we 
are  no  longer  members  of  a 
profession,  but  pawns  in  an 
endless  three-dimensional  game 
of  chess  played  between  patient, 
doctor  and  the  pricing  bureau. 

Having  to  chase  doctors  to  add 
the  size  of  a  bandage  to  a 
prescription  is  both  demeaning 
and  a  terrible  waste  of  time  to  both 
professions.  We  are  allowed  to 
measure  a  patient  for  elastic 
hosiery,  but  not  deemed 
adequately  trained  to  measure  the 
same  patient  for  Tubigrip. 

Having  to  ask  a  patient  which 
flavour  of  Dioralyte  the  child 
would  like  is  more  akin  to  serving 
in  a  fast-food  establishment  than  a 
pharmacy. 

Having  to  explain  to  an  elderly 
lady  why  she  cannot  have  her 
usual  yellow  temazepam  because 
addicts  have  abused  it  and  now  it 
is  all  green,  is  exasperating. 

Having  to  refer  a  patient  back 
to  the  doctor  because  he/she  has 
written  Frisium  yet  again  instead 
of  clobazam  does  not  provide  the 
self-esteem  I  search  for. 

Trying  to  explain  to  a  client 
why  he  cannot  be  sold  a  tube  of 
hydrocortisone  cream  for  his  face, 
even  though  the  doctor  has  told 
him  it  would  be  much  cheaper  to 
buy  it,  one  secretly  feels 
sympathetic  to  his  disbelief  at  such 
apparent  idiocy.  One  can  imagine 
his  mutterings  as  he  is  obliged  to 
pay  the  exorbitant  £3.05. 

Trying  to  negotiate  a  path  with 
scissors  through  some  of  those  foil 
packs  to  remove  a  few  would  test 
the  greatest  minds  of  those  who 
thought  up  the  packaging. 

A  few  years  ago,  the 
Government  was  brave  enough  to 
introduce  a  blacklist  of  antacids, 
compounded  antihistamines  and 
decongestants,  and  various 
benzodiazepines.  The  room  made 
on  the  shelves  has  now  been 
swallowed  up  by  products 
identical  in  many  cases  to  the 
blacklisted  product,  but  with  a 
different  name.  How  and  why  that 
has  been  allowed  defeats  me. 


Why  do  I  have  to  be  involved  in 
parallel  importing  to  survive?  The 
slice  that  the  Government  takes 
away  from  our  payment  makes  it 
imperative  I  do  so  —  but  those 
packs  are  designed  for  countries 
where  OPD  dispensing  is  the 
norm  —  and  they  do  not  have  to 
unpack  and  repack  12  strips  of 
Voltaren  Retard.  The  amount  of 
waste  from  our  dispensary  in  a 
day,  excluding  glass,  is  sufficient 
to  fill  three  dustbin  liners. 

The  chaos  that  surrounds 
calendar  packs  and  original  pack 
dispensing  would  make  a 
Whitehall  farce  seem  almost  tragic 
in  comparison.  Can  anyone 
explain  to  me  why  I  can  supply  a 
calendar  pack  of  Tagamet  but  not 
cimetidine?  Oh  yes,  the  Drug 
Tariff  says  so  —  but  why  is  it 
allowed  to  stipulate  such  a 
ridiculous  rule?  OPD,  or  should  I 
say  the  lack  of  OPD,  is  the  one 
thing  I  would  urge  our  negotiators 
to  tackle.  The  amount  of  antibiotic 
syrups  I  have  to  throw  down  the 
sink  each  night  cannot  be  doing 
the  environment  much  good. 

Please  allow  me  and  all  other 
pharmacists  weighed  down  by 
bureaucratic  nonsense  to  hold  our 
heads  high  and  consider  ourselves 
members  of  a  profession  again. 
Permit  us  to  endorse  a 
prescription  with  an  endorsement 
that  is  respected  for  what  it  is  —  a 
carefully  considered  decision 
made  by  a  professional  person. 
Allow  us  to  dispense  the  nearest 
available  OP.  Even  allow  us  to 
substitute  one  "me-too"  product 
for  another  if  we  are  out  of  stock  of 
that  prescribed.  Until  that 
happens  —  how  can  we  face  a 
senior  officer  in  the  local 
residential  home  and  recommend 
actions  when  we  cannot  even  be 
the  masters  in  our  own. 


Eric  C.  York 

Northampton 


How 
refreshing! 

How  refreshing  to  learn  of  the 
BPSA  motion  urging  the  Council 
of  the  Pharmaceutical  Society  to 
bring  herbal  medicines  under  the 
provisions  of  the  Medicines  Act 
1968  (C&D,  April  14). 

As  a  company  whose  single- 
minded  approach  in  this  direction 
has  earned  us  mixed  reactions,  it 


is  extremely  gratifying  news.  A  40 
year  personal  crusade  has  justified 
all  my  faith  in  today's  young 
generation  —  long  may  their  voice 
continue  to  be  heard! 


E  J  Hampson 

Managing  director,  ['otters 
(Herbal  Supplies)  Ltd 


TV  not  for 
medicine  ads 

Members  of  the  Proprietary 
Association  of  Great  Britain  wish 
to  be  able  to  make  unfettered  use 
of  television  advertising  to 
promote  their  products.  The 
results  of  a  survey  PAGB 
commissioned  from  Taylor 
Nelson  Research  (C&D,  April  14, 
p600)  are  a  damning  indictment  of 
all  medicine  advertising  on 
television.  They  prove  that 
viewers  are  unable  to  absorb 
factual  information  about 
medicines  from  a  television 
screen,  and  have  no  hope  of 
making  any  sort  of  balanced 
judgment  on  the  basis  of  the  few 
facts  which  are  given. 

When  information  about  the 
function,  dosage,  side  effects  etc. 
was  added  to  adverts  the  effect 
was  to  "decrease  the  main 
product  message  of  the 
commercial".  Surely  the  whole 
point  of  adding  these  details  is  to 
make  people  think  about  such 
things  before  buying  a  medicine? 

The  PAGB  sugggestion  that 
the  product  pack  is  the  correct 
place  for  essential  safety 
information  seems  both  spurious 
and  cynical,  since  customers  often 
do  not  have  access  to  on-pack  or 
in-pack  information  until  after  they 
have  bought  a  medicine. 

1  hope  and  trust  that  the 
RPSGB  and  the  NPA  will  be 
bringing  the  results  of  this  survey 
to  the  attention  of  British  and  EC 
regulatory  authorities  as  evidence 
of  the  dangers  of  medicine 
advertising  on  television.  At  the 
very  least  all  television  adverts  for 
medicines  should  carry  a  message 
in  both  "voice-over"  and 
superimposed  text  saying: 
"Before  buying  any  medicine  ask 
your  pharmacist  if  it  is  suitable . ' ' 


J  B  Paige 

Guernsey,  Channel  Islands 


139%mMIGRAFEN 

Brand  of  Ibuprofen  tablets  200mg 

ill  packs  invoiced  as  12  (Trade  price  79p/retail  £1.75)  from  your  usual  Wholesaler  •  Chatfield  Laboratories,  Kramer  Mews,  London  SW5  9JL.  Phone  01-370  4664 
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HAIRCARE 


Haircare  is  certainly  hitting  the  headlines  and  the  market  looks  set  for 
another  successful  season.  Figures  for  last  year  are  enough  to  make  your 
hair  curl,  with  the  market  valued  at  £588m  (Nielsen)  for  the  year  ending 
December  '89.  It  is  up  13  per  cent  on  the  previous  year  and  the  growth  looks 
set  to  continue.  Colorants  and  home  perms  are  still  doing  fine  in  pharmacies, 
but  grocers  are  fiercely  guarding  their  lion's  share  of  shampoo  and  styling 
sales.  The  area  showing  most  growth  is  male  haircare  and  the  trend  looks  set 

to  continue. 


A  still  from  Alberto 's  Pure  &  Clear  television  commercial 


Shampoo  market 
still  in  good 
condition 

Although  shampoos  and  conditioners 

continue  to  be  the  jewel  in  the 
haircare  crown,  manufacturers  are 
refusing  to  let  it  go  to  their  heads. 
They  have  kept  the  market  buoyant 
over  the  past  year  with  numerous 
new  products  and  revamped  ranges, 
but  the  sector  success  story  goes  to 
Vidal  Sassoon's  Wash  &  Go 

Manufacturers  claim  that  more  than  10  per 
cent  of  women  and  13  per  cent  of  men  wash 
their  hair  every  day,  and  most  people 
nowadays  shampoo  at  least  twice  a  week. 
Potential  for  sales  here  is  enormous  and  it  is 
not  surprising  that  the  shampoo  market 
grew  by  13  per  cent  last  year  to  £169m 
(Nielsen).  Growth  in  regular  use 
conditioners  was  more  modest  with  the 
sector  only  just  managing  to  keep  up  with 
inflation  on  a  rise  of  5  per  cent.  However, 
the  market  is  still  worth  a  healthy  £87m. 

Although  the  sector  is  in  good  shape, 
pharmacists  are  still  losing  out  to  the 
multiple  grocer  as  shampoos  and 
conditioners  drop  into  shopping  trolleys 
faster  than  ever.  According  to  figures 
supplied  by  Wella  the  multiple  grocer's 
share  of  shampoo  sales  is  up  to  40.9  per 
cent  while  the  independent  pharmacist  has  a  j 
mere  9.8  per  cent  of  the  sector.  It  is  the 
same  story  with  conditioners  where  the 
independent  is  clutching  on  to  a  10  per  cent 
share  with  grocers  guarding  35  per  cent. 

Trial  size  promotions 

Margaret  Wolhuter,  Wella's  colour  group 
and  Sanara  product  manager  believes  that 
the  pharmacist  will  always  have  the 
advantage  of  being  able  to  promote  trial 
sizes  which  are  rarely  featured  in  grocery 
stores,  while  L'Oreal  say  that  the 
pharmacist  can  win  hands  down  on  display. 
"Well  thought  out  displays  will  attract 
customer  attention"  says  Michael  Shin, 
assistant  product  manager  for  Nouriance 
and  Energance. 

The  product  in  everyone's  lips  at  the 
moment  is  Wash  &  Go,  a  two-in-one 
success  story  boosting  shampoo  sales 
figures  and  knocking  conditioners  for  six! 
"The  success  of  the  product  has  meant  that 
ordinary  conditioner  sales  have  slumped," 
says  Fiona  Harkness,  product  manager  of 
Wella's  care  group. 

However,  manufacturers  are  not  tearing 
their  hair  out,  they  believe  that  the  success 
of  Wash  &  Go  is  having  a  positive  effect  on 
sales  of  intensive  conditioners.  "People 
who  use  a  two-in-one  product  are  most 
likely  to  treat  themselves  to  a  special 
treatment  once  a  week  too",  says 
Alberto's  marketing  controller,  Tom 
Monaghan. 
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Medicated  sales  slow  down 

Figures  from  Taylor  Nelson  show  thai  less 
than  a  fifth  of  women  now  use 
medicated/anti-dandruff  products  during  a 
fortnight  in  comparison  to  a  third  of  all  men. 
Figures  from  Wella  put  medicated  shampoo 
at  £46m  for  the  year  ending  December  '89, 
down  2  per  cent  on  the  previous  year.  The 
leading  products  during  this  period,  were 
Head  &  Shoulders,  All  Clear  and  Headlines. 
(Taylor  Nelson) 

However,  manufacturers  of  anti- 
dandruff  shampoos  refuse  to  get  into  a 
lather  over  the  issue.  In  February,  Timotei 
was  given  an  anti-dandruff  variant  currently 
supported  with  a  £4m  advertising  spend, 
including  radio  support  and  a  national 
sampling  campaign.  Proctor  &  Gamble 
added  an  anti-dandruff  variant  to  Wash  & 
Go  and  started  1990  with  Head  &  Shoulders 
Intensive  for  people  with  persistent 
dandruff. 


Launches  within  the  "beauty"  sector  have 
been  interesting.  Michael  Shin,  believes 
that  the  '90s  will  see  an  increase  in  the 
importance  of  "regime  haircare" .  The 
company  launched  their  Nouriance  range 
for  dry  hair  last  year  with  a  special  dry  ends 
strengthening  serum;  "i  onsumers  are 
demanding  and  are  willing  to  pay  for  specific 
treatment  ranges"  he  says. 

Also  grabbing  their  share  of  the  special 
treatment  sector  are  Revlon,  who  have 
extended  their  Flex  range  to  include  an 
ultra  style  body  building  shampoo  (200ml 
£1.19)  and  a  sister  conditioning  product 
(500ml  £2.99).  The  company  has  also  added 
a  Nutrasome  Silvertone  shampoo 
specifically  for  thinning  hair. 

This  year,  Cacharel  moved  into  the 
haircare  sector  with  a  range  of  products  to 
complement  their  Anais  fragrance.  The 
conditioning  shampoo  (200ml  £7.95)  can  be 
used  as  frequently  as  desired,  they  say. 

Conditioners  move  confidently  on 

Despite  a  slight  decline  the  conditioning 
sector  has  moved  confidently  into  the  90s. 
Research  from  Wella  shows  that  40  per 
cent  of  women  have  permed  hair,  and  with 
this  in  mind  they  have  launched  a  perm 
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replenisher  (£1.65)  which  is  said  to  restore 
elasticity  and  suppleness  to  permed  hair. 

Also  looking  to  the  permed  or  naturally 
curly  sector  are  Alberto  Culver  who  have 
launched  a  curl  booster  (£2.19),  said  to  help 
revitalise  flopping  curls  (see  Counterpoints). 
Schwarzkopf  have  come  up  with  a 
sunscreener  (150ml  £3.50)  to  add  to  their 
Corimist  range.  This  is  a  non-greasy  spray 
to  protect  hair  from  sun  damage.  The 
company  is  also  looking  to  split  ends  with  a 
split  ends  formula  care  and  sealing  gel 
(150ml  £2.95)  said  to  temporarily  seal  split 
ends  while  moisturising  and  conditioning. 
Both  products  are  available  to  the  trade  this 
iik  ml  li 

Later  this  month  Helene  Curtis  will 
launch  a  Finesse  intensive  conditioner.  The 
new  oil  and  wax  free  conditioning  treatment 
is  said  to  replenish  and  revitalise  dry  or 
damaged  hair.  Further  details  will  be 
announced  later,  says  the  company. 

Finally,  Beauty  International  have  added 
a  henna  hot  oil  conditioning  treatment 
(£1.29)  to  their  Henara  range,  available 
next  month. 


Wella  hare  launched  a  perm  replenisher  in 
response  to  a  strong  market 


Nivea  are  planning  to  spend  some  £5m  to 
support  their  brands  this  year 

Promotional  support 

Companies  not  launching  new  products  are 
still  fighting  for  their  corners  with  a  series 
of  offers,  updates  and  advertising. 
Daniel  Galvin  The  range  now  supports  a  new 
logo  and  an  "ozone  friendly"  label. 
Vosene  will  be  supported  with  a  national 
television  campaign  to  be  aired  during  the 
summer. 

Nivea  has  been  joined  with  Seven  Seas 
vitamins  for  an  on-pack  promotion  offering  a 
free  pack  of  vitamins  A  and  D  in  return  for 
two  proofs  of  purchase.  The  Nivea  brand 
will  be  supported  by  a  £5m  promotional 
spend  this  year. 

Linco-Beer  will  be  supported  by  an  extensive 
sampling  campaign  this  year,  say  Carter 
Wallace. 

Cream  Silk  is  currently  being  supported  by  a 

sampling  campaign  with  emphasis  this  year 

on  "trial",  say  Elida  Gibbs. 

Tabac  hair  and  body  shampoo  comes  in  a 

special  400ml  size  (£5.99)  to  encourage 

tnal. 

Pure  and  Simple  is  currently  backed  by  a 
£2. 5m  advertising  campaign  and  new 
display  units  are  available  to  retailers. 


Styling  streaks 
ahead 

The  nation  is  mousse  mad  and  gel 
crazy.  The  styling  sector  has  never 
looked  healthier  and  men  are  finally 
coming  out  of  the  closet  when  it 
comes  to  getting  the  gels. 

Nielsen  put  the  total  styling  sector  at  £99m 
for  the  year  ending  December  '89,  up  16 
per  cent  on  the  previous  year.  Figures  are 
encouraging,  but  not  necessarily  good  news 
for  the  pharmacist.  As  mousses  and  gels 
become  common  place  in  the  bathroom,  so 
they  increase  their  presence  on  the 
supermarket  shelves.  Wella  claim  that  the 
independent  chemist  holds  only  13.6  per 
cent  of  the  styling  aids  sector  with  grocers 
hanging  on  to  a  healthy  29  per  cent.  To  a 
certain  extent,  this  trend  is  unstoppable  as 
one-stop  shopping  becomes  increasingly 
popular. 

However,  manufacturers  believe  that 
pharmacists  could  be  doing  more  to  boost 
sales.  Tom  Monaghan  warns:  "Smaller 
brands  may  appear  to  have  bigger  margins 
but  they  move  very  slowly".  Studio  Line 
brand  manager,  Sophie  de  Kleuver  also 
believes  that  pharmacists  should 
concentrate  on  "eye-catching  displays"  to 
promote  their  styling  stock. 

Men  come  out  of  the  closet 

Figures  from  Taylor  Nelson  reveal  that  the 
styling  sector  is  growing  more  quickly 
amongst  men  than  women.  They  attribute 
this  to  the  fact  that  the  media  is  making  men 
more  aware  of  styling.  There  is  also  a  move 
towards  marketing  specifically  male 
products  with  ranges  such  as  Tabac  and 
Shulton's  Insignia.  Men  now  account  for 
nearly  20  per  cent  of  all  hairspray  and 
mousse  usage  and  60  per  cent  of  gel  usage. 

Figures  from  Wella  show  gels 
accounting  for  26  per  cent  of  the  market, 
mousses  60  per  cent  and  setting  sprays  1 1 
per  cent.  Men  are  undoubtedly  giving  the 
sector  a  boost.  As  a  result,  more 
manufacturers  are  revamping  their  range  to 
provide  a  unisex  look.  Alberto  claim  to  have 
done  this  with  their  V05  range  which  is  now 
packaged  in  black  with  bold  graphics.  The 
company  has  added  a  sculpting  gel  spray 
(200ml  £2.19)  to  their  range  which  is  said  to 
give  lift  without  stickiness. 

Meanwhile  Vidal  Sassoon  have  come  up 
with  three  new  styling  gels,  the  styling 
gelle;  sculpting  gelle  (both  £1.69)  and  spray 
on  gelle  (£2.49)  —  they  have  been  given 
packs  '  'in  keeping  with  the  90s ' ' . 

The  buzz  word  last  year  was  gel  spray, 
and  gel  sprays  are  up  74  per  cent  on  '88  say 
Alberto.  Revlon  have  launched  a  gel  spray 
into  their  Flex  range  (250ml  £2.49)  and  last 
year  saw  the  launch  of  Clairol's  Format 
range  of  styling  products,  promoted  on 
their  conditioning  properties. 

Laboratories  Gamier  have  added  two 
new  products  into  their  Grafic  styling  range 
and  group  product  manager  Val  James  says 
Continued  on  p778 
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Revlon  move  into  gel  spray 

Continued  from  p777 
of  styling  in  the  90s:  "Hold  is  crucial  and 
consumers  will  constantly  seek  natural 
looking  volume,  so  long  as  it  does  not 
damage  hair  condition".  The  company  has 
come  up  with  the  Grafic  volume  spray 
(150ml  £1.99)  and  the  volu-mousse  (200ml 
£2.29)  both  said  to  give  hold  and  volume 
without  stickiness.  The  launch  will  be 
supported  from  June  with  a  £300,000  Press 
advertising  campaign  and  an  80ml  trial  size 
of  the  volume  spray  will  be  available  for 
99p. 

Taylor  Nelson  say  that  17  to  24  year 
olds  are  the  highest  gel  users  with 
Shockwaves  and  Studio  Line  as  the  most 
popular  brands.  Wella  are  supporting 
Shockwaves  this  year  with  a  £1.1  m 
advertising  campaign  including  radio 
support  and  advertisements  in  Just  1 7, 
Smash  Hits,  My  Guy  and  NME. 

Cacharel  have  also  entered  the  styling 
sector  with  an  Anais  range  aimed  at  the 
perfume  users.  The  styling  gel  comes  in 
125ml  (£7.95)  and  the  fixing  spray  (125ml 
£8.95)  both  products  are  said  to  condition 
as  well  as  hold. 


SARNIS? 


Gamier  are  concentrating  on  volume 


HAIRCARE 


Hairsprays:  holding  their  own 

Valued  at  £150m,  the  hairspray  sector  is  up 
5  per  cent  on  the  previous  year,  say 
Nielsen.  According  to  figures  from  Wella 
the  independent  has  only  managed  an  8.4 
per  cent  share  of  the  sector.  Again,  the 
grocer  is  cashing  in  on  convenience 
shopping  with  30  per  cent  of  hairspray  sales 
going  into  the  shopping  trolley  . 

The  pump  action  leader,  Finale,  is  being 
supported  with  a  £2m  advertising  campaign 
with  a  national  television  commercial 
starting  this  month,  say  Clairol,  who  claim 
that  the  product  holds  33  per  cent  of  the 
non-aerosol  hairspray  market.  Beauty 
International  have  also  introduced  a  pump 
action  into  their  hairspray  range.  Beecham 
Toiletries  have  chosen  Twiggy  to  promote 
their  Silvikrin  range  in  a  £3m  television 
campaign  featuring  their  "active  care" 
philosophy. 


Permed  hair  is  big  business  say  Alberto 


All  curls  together 

The  home  perm  sector  is  a  small  one 
but  always  performs  well  for  the 
independent  pharmacist. 

With  50  per  cent  of  salon  business 
concentrated  on  perming,  the  potential  for 
home  perming  is  not  huge.  The  home  perm 
market  looks  likely  to  remain  static  at  £18m 
over  the  next  year. 

However,  the  sector  has  always 
performed  well  for  chemists  —  partly 
because  its  user  profile  mirrors  the  chemist 
shopper  and  more  importantly  because 
consumers  want  to  buy  perms  where  they 
can  seek  advice.  The  over  50s  are  still  the 
largest  purchasing  group,  but  recently 
home  perms  have  begun  to  attract  a 
younger  consumer,  looking  for  volume  and 
body. 

The  last  time  this  sector  saw  any  real 
activity  was  in  the  '70s  when  soft  perms 
like  Rave  were  launched.  They  are  still 
around,  but  now  take  less  than  6  per  cent  of 
sales.  Elida  Gibbs  have  repackaged  their 
Pin-Up  range  positioning  it  under  the 
Harmony  brand  in  an  attempt  to  attract 
new,  younger  users,  willing  to  experiment. 

The  key  selling  point  for  home  perms  is 
"condition".  Alberto  Culver's  Select 
comes  with  a  pre-conditioner,  and  the 
company  is  promising  consumers  their 
money  back  if  they  are  not  satisfied  with 
results.  L'Oreal's  Velvet  comes  with  a 
built-in  conditioner  and  offers  three  variants 
for  coloured,  hard  to  wave  and  fine  hair. 

A  "unique  protective  formulation"  is 
the  selling  point  for  Laboratories  Garnier's 
Permifique.  It  is  currently  being  supported 
with  a  free  set  of  30  curlers  (£3.29). 

Warner  Lambert  are  promoting  their 
Poly  foam  perm  with  a  £lm  media  spend 
which  will  also  promote  Hi-Lights  and 
Colour  Story.  While  Fashion  Style  are 
promoting  their  home  perm  range  on  its 
conditioning  properties. 


Giving  sales  a  brush  up 


If  hair  is  set  to  stay  natural,  then  this  could 
mean  big  business  for  hair  accessories  and 
brushes.  Denman  value  the  hairbrush 
market  at  £21m. 

Addis  say  they  have  noticed 
"considerable  changes"  in  the  hairbrush 
market  oyer  the  last  year  with  a  substantial 
growth  in  "naked  brushes".  Their  latest 
additions  are  the  contrasts  range  (85p)  and 
Bright  Ideas  (75p). 

Denman,  meanwhile,  claim  to  care  for 
hair  and  scalp  and  produce  a  range  of 
brushes  both  for  styling  and  for  hair  care, 
including  the  easy  care  range  and  the 
Denman  traditional. 

Alan  Cosby  at  Kent  Pharmaceuticals 
warns  that  pharmacy  sales  of  hair  brushes 
can  only  increase  in  the  '90s  if  the 
pharmacist  maintains  an  awareness  of 
display  techniques  to  retain  his 
'  'competitive  edge"  over  grocers  and  large 
stores.  The  company  launched  their  Silver 
Collection  this  year  featuring  hand  crafted, 
real  bristle  brushes  and  tortoise  shell 


combs.  With  prices  starting  at  £60,  the 
range  is  aimed  at  the  upper  end  of  the 
market. 

Laughton  and  Sons  have  introduced  a 
new  range  of  styling  brushes  under  the 
Lady  Jane  brand,  designed  with  a  ridge 
feature  to  help  prevent  tangles.  The 
company  has  also  come  up  with  an 
automatic  hairslide  back  with  improved 
open/closing  action  for  easy  location. 

Shopfield  Ltd  have  come  up  with  the 
Spritza  spray  brush  (£1.72  to  £3.50)  which 
has  a  hollow  handle  and  fine  mist  sprayer. 

Zenner,  the  German  hair  accessory 
manufacturers  believe  that  hair  of  the  90s 
will  be  well  dressed  and  have  introduced  a 
range  of  hair  accessories  for  that  purpose 
into  the  UK  market.  The  company  are 
currently  targeting  the  chemist  sector. 

Finally,  Jackel  International  are  looking 
to  the  younger  end  of  the  market  with  their 
Topsie  Tippee  range  of  hair  accessories  for 
little  girls  aged  three  to  nine  years  old  all 
priced  at  £0.79. 
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ADVERTISEMENT  FEATURE 


Timotei,  the  hugely  successful  beauty  shampoo  brand 
from  Elida  Gibbs,  has  recently  introduced  Timotei 
Dandruff  Shampoo.  The  new  product  has  been 
extensively  researched  and  findings  clearly  indicate  that 
it  will  become  a  major  force  in  the  buoyant  anti-dandruff 
sector  which  accounts  for  31  per  cent  of  the  total  market 

Elida  Gibbs  believe  that  Timotei  Dandruff  Shampoo  is  a  clear 
departure  from  traditional  anti-dandruff  products.  According  to 
research,  other  anti-dandruff  shampoos  are  regarded  by  the 
consumer  as  "aggressive  and  punitive.  While  clearing  up  dandruff, 
they  do  so  at  the  cost  of  creating  other  problems" .  However, 
Timotei 's  new  product  offers  all  the  mild  and  gentle  qualities  that 
have  made  Timotei  the  market  leader,  while  giving  effective  dandruff 
control. 

According  to  brand  manager  Peter  Soer,  the  extensive  research 
carried  out  by  Elida  Gibbs  clearly  demonstrated  the  need  for  an  anti- 
dandruff  product  that  offers  high  performance,  combined  with  a  mild 
and  gentle  formulation  which  will  leave  hair  in  excellent  condition. 

Timotei  Dandruff  Shampoo  contains  natural  herb  extracts  and  is 
effective  against  dandruff,  kind  to  hair  and  scalp  and  is  genuinely 
suitable  for  frequent  use.  Peter  Soer  quotes  from  a  report  produced 
earlier  this  year:  ' ' . .  .there  was  an  immediate  and  unquestioning 


acceptance  of  the  validity  of  the  Timotei  Dandruff  Shampoo  concept. 
Indeed  the  concept  was  greeted  with  enthusiasm  as  it  appeared  to  be 
a  completely  novel  product  in  the  anti-dandruff  area. 

In  trial,  92  per  cent  of  those  who  tried  the  product  claimed  they 
would  repurchase  and  99  per  cent  felt  it  was  a  highly  suitable  addition 
to  the  range.  These  represent  some  of  the  highest  figures  recorded 
in  a  study  of  this  type. 

Without  question,  Timotei  Dandruff  Shampoo  can  be  regarded  as 
the  key  new  entry  into  the  market  and  one  which  will  expand  the 
premium  priced  dandruff  shampoo  sector.  The  highly  attractive 
frequent  wash  proposition  will  stimulate  a  far  greater  level  of  usage 
than  has  been  the  norm  in  the  anti-dandruff  sector. 

The  pack  retains  the  classic  Timotei  bottle  and  cap  shape,  but  the 
overall  bottle  colour  is  a  soft  pastel  green  and  features  a  new  pestle 
and  mortar  design.  New  Timotei  Dandruff  Shampoo  is  available  in 
200ml  size  (suggested  retail  price  £1.49). 

£2m  TV  advertisement  support 

The  support  package  for  the  new  product  is  an  impressive  one:  the  total 
advertising  spend  for  the  brand  in  1990  is  £4m  (MEAL)  -  £2m  (MEAL) 
of  which  is  being  devoted  to  a  national  television  campaign  featuring  a 
commercial  for  the  new  product.  The  unique,  new  advertisement  is 
currently  appearing  on  television  sets  throughout  the  UK  and  this  initial 
burst  will  continue  until  mid-May.  Additional  support  activity  includes 
national  radio  advertising  and  a  heavy  weight  sampling  and  PR  campaign. 


How  Green  is 
Green? 

Nowadays,  everyone  is  going  Green 
—  consumers  are  demanding 
"friendly"  products  and 
manufacturers  are  coming  up  with 
the  goods.  Every  day,  someone, 
somewhere  turns  Green,  but  just 
how  far  will  consumers  go  in  their 
quest  to  be  friendly? 

During  the  last  year  we  have  seen  the 
launch  of  at  least  four  entirely  new 
environmentally  friendly  haircare  ranges 
and  consumers  are  buying  with  increasing 
vigour.  However,  manufacturers  agree 
than  when  it  comes  to  helping  the 
environment  consumers  will  only  comply  if 
product  performance  remains  high. 


Ian  Train,  marketing  manager  for 
Palmolive,  warns:  "When  making 
marketing  claims  about  enviromentally 
friendly  products,  it  is  imperative  that  they 
can  be  substantiated" . 

Alberto's  Pure  and  Clear  range  is 
biodegradable  and  comes  in  transparent 
bottles  that  are  recyclable.  The  range  is 
currently  being  supported  by  a  Press  and 
television  advertising  campaign  and  has  the 
coveted  endorsement  of  naturalist  David 
Bellamy.  Promotion  also  includes  donations 
to  the  Conservation  Fund  —  the  company  is 
asking  consumers  to  return  any  three 
bottles  from  the  range  (free  post)  to  a  given 
address  and  in  return  they  will  donate  50p. 

Increasing  environmental  concerns 

Wella  came  up  with  Sanara  late  last  year. 
They  claim  that  the  natural  product  sector 
of  the  shampoo  and  conditioner  market  was 
worth  £42. 5m  in  1989,  indicating  an 
increasing  concern  over  environmental 
issues  and  the  growing  importance  to  the 
consumer  of  natural  products.  The 
company  will  support  Sanara  this  year  with 
£0.75m  Press  advertising  and  a  door  drop 
campaign. 

This  year,  Schwarzkopf  came  up  with 


Neutral  Line  a  range  of  five  haircare 
products  said  to  be  ozone  friendly  and  water 
friendly  with  recyclable  packaging. 

Promotional  backing 

Creightons  Naturally  are  supporting  their 
haircare  range  with  trial  size  shampoos  and 
conditioners  (49p)  for  consumers  wishing  to 
change  to  a  natural-based  product. 
Daniel  Galvin  are  producing  a  haircare 
programme  for  their  '  'environmentally 
safe"  products.  The  company  are  also 
promoting  their  "customised  hair  colours" 
which  lift  hair  colour  without  peroxide. 
Daniel  Field  has  moved  into  the  chemist 
sector  this  year  and  is  currently  promoting 
the  natural  and  environmentally  friendly 
nature  of  his  range.  Field  also  promotes 
organic  and  mineral  perming. 
Inecto  launched  the  Au  Natural  haircare 
range  at  the  end  of  last  year. 
Lanes  complemented  their  Tiki  skincare 
range  with  a  natural  haircare  range  using 
plant  and  herbal  extracts. 

However,  despite  the  flurry  of  activity  in 
this  sector,  the  message  from  consumers 
rings  loud  and  clear;  performance  is 
paramount  they  are  not  prepared  to 
sacrifice  this  for  the  environment. 


COLOURANTS 


Colour  up  or  dye 

There  have  been  few  surprises  in  the 
colorants  market  over  the  last  year 

and  with  the  90s  hailed  as  the 
"natural  decacjtf '  colorants  look  set 
to  remain  static 

Figures  from  Nielsen  put  the  colorants 
market  at  £63m  for  the  year  ending 
December  '89,  up  4  per  cent  on  the 
previous  year.  In  real  terms,  the  total 
market  seems  to  be  in  a  long  term  decline, 
suggesting  a  wider  acceptance  of  natural 
colour,  and  with  salons  such  as  Daniel 
Field's  offering  consumers  a  natural 
alternative  to  hair  colouring,  the  future 
looks  bleak. 

Three  brands  currently  dominate  the 
sector:  L'Oreal's  Recital  (the  company 
claims  a  30  per  cent  share  of  the  market); 
Clairol's  Nice  'n  Easy  and  Garnier's  Belle 
Color.  As  with  home-perms,  there  is  a  high 
loyalty  factor  in  this  sector;  ' ' People  usually 
find  a  colour  that  they  like  and  stick  to  it", 
says  Anne  Harrison  product  manager  for 
Recital  and  Velvet  at  L'Oreal. 

The  independent  holds  a  30  per  cent 
share  of  the  sector,  up  4  per  cent  on  last 
year.  "Colorants  are  good  news  for  the 
pharmacist  because  consumers  will  always 
ask  advice  before  making  a  purchase  — 
they  can't  get  this  advice  in  a 
supermarket,"  says  Wella's  Margaret 
Wolhuter. 

Wella  believe  that  the  permanent 
colorant  sector  is  reducing  due  to  current 
trends  for  a  more  natural  look.  This  has 
fuelled  the  rapid  growth  of  the  highlighting 
market,  they  say  and  gave  their 
Shockwaves  range  a  highlighting  kit  this 
year. 


For  men  concerned  about  their  greying  locks  Combe  International  produce  Just  for  Men.  Combe 
claim  to  have  80  per  cent  of  the  men 's  hair  colourant  market 


Gamier  have  added  a  super  blonding 
spray  to  their  Cristal  Soleil  range  which 
offers  bolder  highlights  to  light  brown  or 
blond  hair  (125ml  £3.29).  It  will  be 
supported  with  a  £100,000  press 
advertising  campaign  starting  this  month 
until  August.  A  free  Grafic  mousse  will  be 
banded  to  the  product  during  this  period. 

Keeping  grey  at  bay 

Manufacturers  agree  that  there  is  a  growing 
desire  among  consumers  to  hide  the  signs 
of  ageing  betrayed  by  greying  locks.  This, 
they  believe,  will  have  a  positive  effect  on 
the  market  in  the  future.  According  to 
Clairol,  the  groups  predicted  to  grow 
fastest  are  35  to  44  and  45  to  54.  "There  is 
an  increasing  social  pressure  to  look  young 
and  this  mirrors  the  growth  in  the  anti- 


wrinkle  skincare  market,"  says  a 
spokesman  for  the  company.  Clairol  will  be 
supporting  their  Loving  Care  range  with  a 
£1.8m  national  television  campaign  and 
there  will  be  an  on-pack  offer  from  June. 

Nice  'n  Easy  will  also  be  supported  by  a 
£1 .5m  national  television  campaign  this  year 
with  a  second  campaign  running  during 
September  and  October.  Elida  Gibbs 
meanwhile,  have  updated  their  Harmony 
conditioning  colorants  for  1990  with 
updated  pack  designs. 

Men  are  also  anxious  to  keep  grey 
away.  Combe  International  claim  to  hold  an 
80  per  cent  share  of  the  men's  colorant 
market  with  Grecian  and  Just  for  Men.  The 
company  recently  added  Grecian  Plus  to  its 
range,  specifically  for  thinning  hair.  Both 
products  are  currently  supported  with 
major  Press  campaigns. 
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inc  niOoi  oUiiduic  pruuutio  dim 

shades  to  use  on  specific 
natural  hair  colours 

Natural  colour  Recommending  products  and  shades 

Black 

In  general  avoid  hair  lighteners.  Mild  lighteners  will 
only  lighten  black  hair  to  an  unnatural  red  orange 
tone.  More  effective  lighteners  will  lift  hair  to  gold 
but  result  may  be  uncomplimentary  to  skin  tone. 
Black  hair  may  be  lightened  slightly  with  a  permanent 
colour  using  a  shade  a  little  lighter  than  the  natural 
hair  colour  and  which  will  also  blend  in  grey  hair. 
Use  semi  permanent  colours  to  enrich  natural  colour 
or  blend  in  grey  using  either  a  permanent  colour  or 
a       cover      grey       semi  permanent. 
As  with  black  hair  many  of  the  same  limitations 
apply. 

Dark  brown 

Permanent  colours  lighter  than  the  natural  colour  can 
be  recommended  but  for  the  best  results  choose 
shades  in  either  auburn  or  burgundy  tones,  which 
compliment  the  hair's  natural  warm  tone.  "Cooler" 
tones  are  impossible  to  achieve  when  lightening  the 
hair  with  a  lighter  shade  of  permanent  colour,  so 
ashen  shades  are  best  achieved  when  lightening. 

Red/auburn 

Naturally  red  hair  is  difficult  to  lighten  to  an 
acceptable  blonde  shade.  If  considering  this  option 
an  initial  strand  test  is  recommended  using  a  suitable 
lightener  first  to  review  the  colour  result. 
Naturally  red  hair  can  be  enriched  with  semi- 
permanents  or  slightly  lightened  and  brightened  with 
a  permanent  colour. 

Coverage  of  grey  hair  can  also  be  achieved  with 
permanent  colours  or  an  effective  semi-permanent. 
To  "mute"  the  red  tones  choose  an  ashen  shade 
slightly  darker  than  the  natural  colour  of  the  hair. 

Mousey  blonde 

Consumers  with  "mousey"  blonde  hair  were 
probably  blonde  as  a  child  and  darkened  during  their 
teens.  It  is  likely  that  their  skin  tone  has  remained 
pale  so  lightening  the  hair  to  blonde  should  be 
recommended. 

Choose  from  a  variety  of  blonde  shades  available  in 
permanent  colorants  or  alternatively  highlight  the 
hair  for  a  more  subtle  effect. 
To  achieve  a  very  pastel  blonde  effect  recommend 
pre-lightening  and  toning. 

Natural  blonde 

For  a  sun-lightened  look  choose  from  a  variety  of 
mild  hair  lighteners  which  will  gently  lighten  and 
brighten  the  hair. 

Subtie  blonde  highlights  may  also  be  recommended. 
Darker  hair  colours  generally  are  not  suitable  as  they 
are  too  strong  a  contrast  to  pale  skin  tone. 

Grey  hair 
Dark  grey 

Cover  grey  with  either  a  permanent  colour  or  cover- 
grey  semi-permanent.  Generally  choose  a  shade 
which  matches  the  natural  colour  or  for  a  softer  more 
natural  look  choose  a  slightly  lighter  shade. 

Light  grey 

As  above 

Another  option  is  to  silverise  the  grey  white  hair  to 
achieve  a  sophisticated  sparkling  silver  effect  on  the 
white  hair.  Especially  recommended  on  paler  skin 
tones  and  where  white  hair  may  have  discoloured  to 
a  slightly  "yellow"  tone.  Use  a  semi  permanent 
silver  shade. 

Information  provided  by  Bristol  Myers. 

Fashion  fabrics  and  finishes  in 
satin,  raffia,  jute  and  grossgrain. 
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Laughton  &  Sons 
Warstock  Road,  Birmingham. 
Tel:  021-474  5201 


CHEMIST  &  DRUGGIST  5  MAY  1990 


781 


HAIRCARE 


It's  a  case  of  "nothing  ventured,  nothing  gained",  when  it  comes  to  the 
British  woman  and  hair  colour — she  has  a  reputation  for  experimenting  and 

frequently  does!  Robert  Shepherd,  consumer  relations  and  technical 
manager  at  Bristol  Myers  takes  a  look  at  the  different  types  of  hair  colorants 
on  the  market,  how  they  work,  how  to  recommend  colours  and  what  advice  to 

give  if  things  go  wrong... 


The  history  of  hair  colorants  dates  back  at 
least  3,000  years  and  the  great  cultures  of 
Egypt,  Greece  and  China  all  record  the  use  of 
the  vegetable  extract  henna  as  a  hair  dye. 
Towards  the  end  of  the  nineteenth  century 
there  were  tremendous  advances  in  all 
aspects  of  organic  chemistry,  not  least  the 
technology  of  dye  stuffs .  Over  a  period  of  20 
years  a  wide  range  of  synthetic  dye  stuffs  had 
been  developed  and  these  were  incorporated 
into  hair  colorants,  replacing  the  old  vegetable 
and  mineral-based  dyes.  We  now  have  a  wide 
range  of  modern  hair  colouring  products  which 
are  conveniently  classified  into  four  main 
groups. 

■  Temporary  colours  —  last  only  until  the 
hair  is  shampooed  again,  minima]  colour  effect 
achieved 

■  Semi-permanents  —  last  through  four  to  12 


shampoos,  some  of  which  cover  all  grey,  give 
colour  enhancement 

■  Permanent  colours  —  Can  lighten,  darken, 
redden  and  cover  grey,  last  until  the  hair 
grows  out 

■  Lighteners  —  Remove  the  natural  hair 
colour  pigment  thus  lightening  the  hair,  last 
until  the  hair  grows  out 


A  temporary  hair  colorant  is  basically  a 
solution  of  dye  stuffs  which  is  used  to  leave  a 
temporary  colour  deposit  on  the  surface  of  the 
hair.  This  deposit  is  easily  removed  the  next 
time  the  hair  is  washed. 

Products  may  take  the  form  of  a  "wash- 
in/wash-out"  rinse.  Alternatively,  dyes  may 
be  incorporated  into  setting  lotion  to  give  a 


VERY  BEST 
FOR  HAIR 


The  famous  Mason  Pearson 
cushion  technique  conditions 
as  it  brushes  to  promote 
shining  loveliness. 

MASON  DEARSON 

I      I  m-the  great  original. 

37  Old  Bond  Street,  London  W1X  3AE 


The  penetration  of 
colorants  into  the 
hair  follicle 
determines  their 
permanence 


dual  purpose  product,  which  will  add  a 
temporary  tint  to  the  hair,  during  the  setting. 


A  semi-permanent  colorant  can  be  expected 
to  last  through  three  to  12  shampoos.  Two 
types  are  available,  the  first  gives  a  very  good 
colour  deposit,  and  therefore  provides  an 
excellent  cover  for  grey  hair.  The  second  type 
can  be  used  to  modify  or  enhance  the  hair's 
natural  colour.  A  semi-permanent  product  can 
not  be  used  to  achieve  a  result  which  is  lighter 
than  the  starting  point  colour. 

Semi-permanents  are  again  based  upon 
direct  dyes.  In  this  case,  however,  it  is 
essential  that  the  dyestuff  has  a  small, 
relatively  simple  molecular  structure,  such 
that  it  can  penetrate  through  the  surface  of  the 
hair  shaft  (the  cuticle)  to  give  a  semi- 
permanent "anchor"  for  the  colour. 

A  variety  of  chemical  types  of  dyes  are 
used  in  semi-permanent  colours.  These 
include  aromatic  nitro-  and  amino- 
compounds,  derivatives  of  naphthalene  and 
anthraquinone  and  azo-dyes.  The  dyestuff  is 
frequently  dissolved  in  a  shampoo  base,  the 
product  then  being  termed  a  "shampoo-in" 
colour. 

A  typical  formula  might  therefore  contain: 

■  Dyestuff  —  a  carefully  controlled  blend  of 
dyes  to  give  correct  colour. 

■  Detergent  —  to  generate  a  shampoo-like 
foam. 

■  Stabiliser  —  to  stabilise  the  foam. 

■  Thickener  —  to  avoid  the  liquid  running 
down  the  face  and  neck. 

■  Perfume  —  to  cover  base  odours  and  make 
the  product  nicer  to  use. 


Locking  in  m 


In  this  case,  the  colouring  mixture  penetrates 
into  the  cortex  or  inner  layer  of  the  hair  where 
it  reacts  to  produce  a  colouring  effect  which  is 
well  and  truly  "locked  in"  and  cannot  be 
washed  away. 

The  essential  components  of  a  permanent 
hair  dye  are  the  dye  intermediates,  the  colour 
couplers  and  the  oxidising  agent.  All  three 
have  relatively  simple  molecular  structures 
which  can  easily  penetrate  the  surface  of  the 
hair.  When  they  react  together,  however, 
they  form  dyestuffs  with  large  complex 
molecules. 

The  intermediates  and  couplers  will  co- 
exist happily  in  solution,  provided  that  no 
oxidising  agent  is  present.  The  oxidiser  (eg 
Continued  on  p784 
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HOW  TO  STOP  GOING  THIN  ON  TOP 


Numark  are  introducing  a  much 
A  enlarged  range  of  own  label,  environ- 
I  mentally  friendly  products. 

Already  in  the  shops  is  a  haircare 
■    product  that  won't  cause  baldness:  a 
i  :       CFC-free    hair-styling   mousse  that 
^  j   won't  further  damage  the  North  Pole's 
lS|J  thinning  ozone  layer. 

Plus  pulp  fluff  nappies  that  contain  none 
of  the  dioxins  which  help  create  acid  rain. 

Others  in  the  pipeline  will  similarly  meet 
demands  from  the  increasing  number  of 


customers  sympathetic  to  the  Green  Movement. 

Numark  is  already  the  choice  of  around 
2,500  caring  chemists.  If  you  would  like  to 
join  them,  contact  your  local  Numark  whole- 
saler or  telephone  Geoff  Bass  at  Numark 
Central  Office  (0985)  2 1  5555. 


Continued  from  p782 

hydrogen  peroxide)  must  be  mixed  with  the 
other  components  just  prior  to  application. 
The  interaction  can  then  take  place  in  the  hair 
to  give  the  permanent  effect. 

The  intermediates  and  couplers  determine 
the  final  colour  achieved,  and  must  therefore 
be  very  closely  controlled  dunng  manufacture. 
The  balance  between  these  and  the  oxidiser 
(which  also  acts  as  a  bleach)  determines  the 
depth  of  colour. 


Advantages 


1.  Permanent  colouring  with 
natural  looking  results. 

2.  \'ersatility.  including  the 
possibility  of  taking  hair  to  a  lighter 
shade. 

Disadvantages 

1.  Fresh  growth  must  be  matched  to 
previous  treatment. 

2.  Mistakes  are  not  as  easily  rectified. 

Many   popular  blonding  and 
lightening  products  fall  into  the 
permanent  category.   They  differ 
however  from  the  traditional  permanent 
colorants  in  that  while  they  penetrate  the 
outer  layer  (cuticle)  of  the  hair  and  into 
the  cortex ,  they  contain  no  dyes  or  colours 
and  simply  lighten,  by  removing  some  of 
the  hair's  natural  colour  molecules. 

Taking  care  for  best  results 


In  all  of  the  above  categories  of  hair  colouring 
care  has  to  be  taken  when  recommending 
specific  types  of  products,  to  ensure  that  the 
consumer  will  achieve  required  performance 
and  correct  end  results.  For  example 
temporary  colours  are  limited  in  the  degree 
of  colour  deposit  which  can  be  achieved,  and 
the  extent  to  which  the  natural  hair  colour 
can  be  changed  is  rather  limited.  Their  use 
would  therefore  be  restricted  to  cases 
where  a  tonal  effect  is  required  rather  than 
achieving  a  noticeable  colour  change  or 
successful  coverage  of  grey  hair. 

With  semi-permanents  more  versatile 
results  can  be  achieved  and  should  be 
recommended  for  either  coverage  of  grey  hair 
(individual  products  do  vary  in  their  capability 
in  this  respect)  or  noticeable  enrichment  of  the 
natural  hair  colour.  Generally  very  few 
problems  are  encountered  when  using  semi- 
permanents,  and  in  any  case  this  type  of  hair 
colour  is  easily  removed  by  a  hot  oil  treatment, 
should  the  consumer  use  a  shade  which  gives 
an  undesired  effect. 

On  occasions  a  consumer  with  a  high 
percentage  of  grey  hair  will  use  a  red  shade 
which  is  designed  for  colour  enrichment  on 
natural  hair  colour  and  the  resultant  effect  will 
be  stark  and  unnatural  on  the  white  hair.  The 
recommendation  would  then  be  for  the 
consumer  to  use  a  semi-permanent  product 
specifically  designed  for  grey  hair  coverage  to 
produce  a  more  natural  result. 

Colouring  with  perms 

Hair  that  has  recently  been  permanently 
waved  will  normally  be  more  receptive  to 
semi-permanent  colour  and  the  development 
time  should  be  reduced  accordingly  to  allow 
fi  >r  the  faster  absorption  of  colour  into  the  hair. 
It  is,  however,  advisable  in  all  cases  where  a 
consumer  is  either  using  a  semi-permanent 
haii"  colour  lor  the  first  time,  or  there  is 


AIRCARE 


evidence  of  increased  porosity  to  carry  out  an 
initial  strand  test,  to  preview  the  colour  result. 

Finally  with  semi-permanents,  because  of 
the  gentle  non-ammonia,  no  peroxide 
formulation  there  is  often  the  temptation  to 
use  this  type  of  product  in  cases  where  pre- 
lightened  or  bleached  hair  is  required  to  be 
returned  to  its  natural  shade  of  brown.  This 
should  never  be  recommended  as  recolouring 
bleached  hair  is  a  specialist  procedure  which 
should  be  carried  out  by  a  professional 
hairdresser  and  the  result  of  using  a  brown 
semi-permanent  will  normally  result  in  the  hair 
being  coloured  to  a  drab  "off"  shade  generally 
verging  on  khaki!.  This  caution  applies  to 
permanent  colours  as  well. 


Hair  coloured  with  Clairol  's  Loving  Care  in 
the  shade  dark  brown 


Making  a  commitment 

Using  permanent  colours,  means  commitment 
to  hair  colouring  as  the  product  will  cause  a 
permanent  change  to  the  natural  colour 
resulting  in  a  re-growth  when  the  new  hair 
grows  through.  It  is  therefore  necessary  to 
continue  using  the  product  on  a  regular  basis. 
To  avoid  the  re-growth  being  too  obvious  it  is 
better  to  recommend  a  shade  which  is  close  to 
the  natural  hair  colour  so  that  the  colour  result 
is  not  too  contrasting  when  the  natural  colour 
grows  through. 

As  with  semi-permanents  care  has  to  be 
taken  when  using  permanent  colours  on 
porous  hair  to  avoid  the  colour  result 
becoming  too  dark.  An  initial  strand  test  will 
indicate  any  problems  in  this  area  and  the 
appropriate  application  method  and 
development  time  may  be  given. 

Where  a  permanent  hair  colour  has  been 
used  and  the  result  is  too  dark,  using  a  lighter 
shade  will  not  remove  the  darker  tint  from  the 
hair.  Removal  of  permanent  hair  colour  is  best 
carried  out  by  a  professional  hairdresser  who 


will  have  the  required  expertise  to  reduce  the 
colour  in  the  hair  thus  producing  a  more  J 
acceptable  colour. 

Using  the  skin  test 

Users  of  permanent  hair  colorants  should 
always  carry  out  a  skin  test  prior  to  every1 
application  of  the  product.  This  is  required  to 
avoid  cases  where  certain  people  may  show  an 
allergic  reaction  to  the  para  dye  content  of  the 
product.  It  must  never  be  assumed  that  once 
having  conducted  the  preliminary  skin  test 
that  a  person  will  not  react  to  the  product 
some  time  in  the  future,  such  is  the  nature  of 
allergies.  The  risk  of  an  allergic  reaction  being 
experienced  is  relatively  small  but  by  carrying, 
out  the  skin  test  a  consumer  will  be  able  to  use 
the  product  with  confidence  and  avoid  the! 
unpleasant  effects  of  any  dye  allergy. 

Going  lighter  safely 

Hair  lighteners  present  no  such  problems 
regarding  potential  allergy  as  they  do  nol 
contain  any  of  the  para  dyes  associated  with 
this  problem.  Hair  lighteners  are  available  in 
many  strengths,  some  which  provide  mile 
ghtening  to  the  more  effective  lighteners 
which  can  lighten  dark  hair  to  palest  blonde.  F 
is  therefore  essential  for  the  consumer  to  ba 
advised  of  the  correct  lightening  producij 
which  will  achieve  the  desired  effect.  As  a 
general  rule  mild  lighteners  are  besl 
recommended  for  consumers  with  naturalhi 
"ght  hair  colour  where  a  lift  of  one  or  twe 
shades  is  required. 

For  people  with  darker  hair  colour  oi| 
where  people  with  lighter  hair  colours  requircT 
a  very  pale  blonde,  a  higher  active  lightenei. 
should  be  recommended.  When  lightening 
natural  hair  colour,  the  colour  pigment  is 
removed  in  stages  going  from  brown,  througl| 
red,  orange,  yellow  and  eventually  arriving  ail 
a  pale  yellow. 

If  therefore  a  mild  lightener  with  the) 
capability  of  lifting  the  natural  hair  colour  by^ 
two  shades  is  used  on  medium  brown  hair,  ill 
is  likely  that  the  hair  will  lighten  to  the  orangef 
stage  and  therefore  be  unacceptable. 

As  well  as  recommending  the  correcij 
lightener  which  will  achieve  the  required 
degree  of  lift,  the  product  will  have  to  be  lefj 
on  the  hair  for  a  sufficient  length  of  time  unti 
the  desired  lightening  effect  is  achieved.  This, 
process  of  lightening  through  the  various! 
stages  of  colour  can  take  considerable  time, 
particularly  with  darker  hair  colours  which  wffl 
be  more  resistant  to  lightening.  Sufficient! 
development  time  should  therefore  be  giverj., 
in  all  cases  where  a  pale  blonde  effect  is|| 
required  and  an  initial  strand  test  will  indicatc^|| 
the  required  development  time. 

An  even  effect 


When  using  a  hair  lightener  for  the  first  time 
a  different  method  of  application  from  the  usua 
root  re-touch  method  will  be  required  tc 
ensure  that  an  even  blonding  effect  from  the 
roots  to  the  ends  of  the  hair  is  achieved.  Ir 
these  cases  the  lightener  should  initially  be 
applied  to  the  mid  lengths  and  ends  of  the  hair 
to  within  one  inch  of  the  roots  and  left  to 
develop  for  half  the  development  time  as 
indicated  by  the  initial  strand  test. 

After  half  the  development  time  the 
lightener  is  applied  to  the  one  inch  root  hair 
previously  untreated  (still  leaving  the  lightener 
on  the  mid  lengths  and  ends)  and  developed 
for  the  remainder  of  the  pre-determined  time 
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Colourants 
ive  Your  Customers 
A  More  Colourful 
Spring 

ikrin  Shaders  &  loners  are  the  best  treat 
r  customers  can  give  their  hair  this  spring 

cause  - 

They  offer  a  wide  range  of  colours  -  five  brunette, 
five  blonde  shades  to  choose  from. 

The  gentle  formulation  is  kind  to  all  hair  types, 
bringing  out  new  shades  and  enhancing  natural 

icolour. 

(Added  conditioners  ensure  extra  protection  - 
baking  the  hair  look  and  feel  smooth,  soft  and 
shiny. 


You  need  to  stock  Silvikrin  Shaders  &  Toners 
because  - 

They  are  brand  leaders  in  the  temporary  hair 
colourant  market  -  teenagers  first  and  favourite 
choice* ; 

High  profile,  ongoing  advertising  and  PR 
campaigns  encourage  awareness  and  trial; 

Easy-to-use,  one-application,  inexpensive  sachets 
generate  consumer  trial. 


Silvikrin  Shaders  &  Toners  are  manufactured  by  SmithKline  Beecham  Personal  Care  UK, 
SB  House,  Great  West  Road,  Brentford,  Middx  TW8  9BD. 

*  Source:  ACB  Dec.  1989 


The  challenge  of  PACT  for 
monitoring  prescribing 

GPS  are  now  reviewing  prescribing  costs  through  data  generated  from  prescriptions. 
The  "window  of  opportunity"  offered  to  pharmacists  to  develop  their  advisory  role,  is 
examined  by  Kathryn  Griffiths  MRPharmS  and  GP  Dr  Tony  Williams 


PACT  (Prescribing  Analyses  and 
Costs)  is  now  with  us  in  a  big  way. 
Every  Quarter  each  general 
practitioner  receives  a 
personalised  information  leaflet 
called  PACT  Level  1  on  their  own 
National  Health  Service 
prescribing  and  can  order  more 
detailed  descriptions  of  their 
prescribing  patterns  if  they  wish. 
In  future  this  feedback  of 
prescribing  information  by  the 
Prescription  Pricing  Authority 
(PPA)  may  have  major 
implications  for  both  GPs  and 
community  pharmacists.  Will  the 
skills  of  community  pharmacists 
help  to  make  the  best  use  of  this 
information  and,  if  so,  will  they  be 
recognised? 

Script  analysis 

Prescribing  costs  for  each  GP  in  a 
family  practitioner  committee 
(FPC)  area  have  been  available  to 
the  individual  doctor  for  a 
considerable  time  on  a  one  month 
in  a  year  basis.  Prior  to  the 
introduction  of  PACT,  each  month 
the  PPA  supplied  all  FPCs  with 
prescribing  information  for  the 
area  on  the  number  of 
prescriptions,  forms,  basic  and 
total  costs,  and  the  total  number  of 
persons  on  prescribing  lists.  In 
addition,  the  FPCs  sent  their  GPs 
lists  of  data  for  one  month  in  the 
year  indicating  their  total  list  size, 
number  of  prescriptions  issued, 
and  the  basic  and  total  cost.  No 
mean  task  considering  that  in  1987 
there  were  27,000  GPs  in  England 
and  the  total  net  ingredient  cost  of 
their  prescribing  accounted  for 
£1,536. 6m  of  expenditure. 

From  this  information  GPs 
could  compare  their  own  figures 
with  those  of  the  practice,  and 
compare  the  practice  profile  with 


the  FPC  and  national  means  for 
the  average  number  of 
prescriptions  per  person,  basic 
price  per  prescription  and  basic 
price  per  person.  In  1987  this 
information  was  extended  to 
include  "Prescribing  Units" 
(PUs)  —  a  means  of  weighting 
practice  list  sizes  to  take  into 
account  the  number  of  elderly 
people  aged  65  and  over.  It  is 


reckoned  that  these  elderly 
receive  three  times  as  many 
prescription  items  as  younger 
people. 

No.  of  PUs  =  (No.  of  patients  under  65) 
+  (No.  of  patients  65  and  over  x  3) 

GPs  could  also  obtain  their  original 
prescriptions  from  the  PPA  after 
pricing,  in  order  to  make  their  own 
analyses  of  cost  for  a  particular 
month,  eg  for  assessing  the 


patterns  of  GP  traine 
prescribing. 

A  major  advance  came  afte 
the  computerisation  of  the  PP 
with  the  introduction  of  PACT 
August  1988,  when  every  GP  w; 
sent  a  new  computer  analysis 
prescription  data  for  the  quarto 
ending  June  1988. 

The  PACT  system  aims  I 
provide  reliable,   regular  an 
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Table  1 

PRESCRIBING  INFORMATION  LEVEL  1 


Dr  Model  A 
The  Surgery 
Anytown 

Anytown  FPC 


PRACTICE  INFORMATION 

pagei 

1 .  Prescribing  Costs  (£)        and  Practice  above  or  beloiv 

2.  Number  of  Items  a)  FPC  Average 

3.  Average  Cost  (£)  per  Item       b)  National  Average 

(England) 

4.  Practice  Items  and  Total  Cost  by  Major  Therapeutic 
Group  Shows:  pages  ii  and  iii 

Number  of  Items  •  Total  Cost  (£)  •  Average  Cost  (£)  per  Item  • 
compared  to  FPC  Average  for: 

Cardiovascular  System  •  Gastro-Intestinal  System  • 
Musculoskeletal  and  Joint  Diseases  •  Respiratory  System  • 
Central  Nervous  System  •  Infections  •  All  Other  • 

DOCTOR'S  OWN  INFORMATION 

Page  iv 

5.  Practice  Profile 

Prescribing  List  Size  •  Patients  65  and  Over  •  Number  of 
Prescribing  Units  •  Number  of  Items  •  Total  Cost  (£)  •  for: 
Dr  Model  A,  the  Practice  and  the  FPC  Average 

6.  Analysis  by  Prescribing  Unit  and  Patient 

Shows  Average  Cost  (£)  per  Item  for: 

Dr  Model  A,  the  Practice  and  the  FPC  Average 

Items  per  Prescribing  Unit 

Average  Cost  (£)  per  Prescribing  Unit 

Items  per  Patient 

Average  Cost  (£)  per  Patient  for: 

the  Practice  and  the  FPC  Average 

7.  Percentage  of  Items  Prescribed  Generically  for: 

Dr  Model  A,  the  Practice,  the  FPC  Average  and  the  National 
Average 

8.  Request  for  Further  Information  for:  Level  2  and  Level  3 


prompt  information  to  enable  GPs 
to: 

a)  Review  their  prescribing  habits 
and  costs,  to  improve  their 
service  to  patients  and  to  develop 
and  monitor  prescribing  policies 
within  the  practice. 

b)  Compare  themselves  with 
colleagues  in  the  same  FPC  area 
and  nationally. 

c)  Improve  the  cost-effectiveness 
of  prescribing  within  the  practice. 
PACT  was  developed  by  a  user 
group  representing  the  General 
Medical  Services  Committee,  the 
Royal  College  of  General 
Practitioners,  the  PPA,  the  Royal 
Pharmaceutical  Society  of  Great 
Britain,  the  Society  of 
Administrators  of  FPCs  and  the 
then  Department  of  Health  and 
Social  Security. 

The  Prescription  Pricing 
Authority  produces  a  three  level 
reporting  system  which  is  based 
on  data  taken  from  prescriptions 
dispensed  by  community 
pharmacists.  Separate  reports  are 
also  available  to  dispensing 
doctors.  At  present  PACT  is 
distributed  to  GPs  on  a  quarterly 
basis  covering  the  three  month 
periods  to  the  end  of  March,  June, 
September  and  December  each 
year,  but  they  only  receive  Level 
1  (Table  1)  prescribing 
information  automatically.  Level  2 


and  3  information  (Tables  2  and  3) 
can  be  requested  by  individual 
doctors.  However,  if  a  practice 
has  overall  costs  which  exceed 
their  FPC  average  by  25  per  cent 
or  more,  or  are  75  per  cent  or 
more  higher  in  any  of  the  six  major 
therapeutic  groups,  then  they 
automatically  receive  Level  2 
information  as  well. 

Careful  interpretation 
required 

Like  any  data,  the  information  in 
PACT  needs  careful  inter- 
pretation. For  instance,  "cost" 
refers  to  total  net  ingredient  cost, 
and  the  FPC  average  figures 
quoted  are  adjusted  to  reflect  an 
average  practice  with  the  same 
number  of  PUs  as  the  practice 
under  comparison.  BNF 
therapeutic  groups  are  used 
throughout  and  those  six  which 
recently  incurred  the  highest 
costs  are  quoted  in  descending 
order.  At  Levels  2  and  3  groups  or 
preparations  with  the  highest 
costs  are  shown  in  bold.  To  help 
interpret  Level  3  data  the  PPA  has 
issued  a  technical  guide. 

There  is  general  agreement  on 
the  criteria  for  rational 
prescribing,  in  that  the  prescribed 
drug  should  be  necessary, 
effective,  safe  and  economic. 


Towards  rational 
prescribing 

The  information  provided  by 
PACT  does  not  itself  discriminate 
between  good  and  bad  prescribing 
practices  but  the  figures  provided 
are  valuable  as  facts  which  are 
open  to  interpretation.  Statistics 
of  list  size  with  various 
computations  of  drug  cost  and 
number  of  items  prescribed  can 
only  be  a  small  though  significant 
part  of  assessing  the  complicated 
process  of  prescribing  medicines 
for  patients.  Low  cost  prescribing 
does  not  necessarily  equate  with 
good  clinical  care.  However, 
PACT  is  a  welcome  advance  over 
previous  data  available  from 
prescription  costing  as  it  provides 
a  framework  for  considering 
whether  prescribing  is  rational  or 
not. 

When  assessing  rationality  of 


prescribing  it  has  been  suggested 
that  GPs  need  to  consider  certain 
parameters: 

1.  The  proportion  of  patients  not 
given  a  prescription. 

2.  The  proportion  of  drugs 
prescribed  generically. 

3.  The  proportion  of  drugs  falling 
within  a  general  practice  list  of 
drugs  which  can  be  considered  as 
essential  for  good  practice. 

The  information  in  PACT  is 
limited  to  data  collected  for 
prescription  pricing  purposes. 
The  proportion  of  drugs 
prescribed  generically  can  be 
obtained  from  PACT  Level  1 
(Table  1.7).  Nationally  the 
percentage  of  items  prescribed 
generically  is  now  around  40  per 
cent.  Information  on  whether 
consultations  end  without  the 
issue  of  a  prescription  may  be 
available  from  doctors'  own 

Continued  on  p789 


Table  2 

PRESCRIBING  INFORMATION  LEVEL  2 


PRACTICE  INFORMATION 

Page  i 

1.  Practice  Prescribing  Costs  (£) 

Practice  compared  to  FPC  Average  for: 
Overall  6  Major  Therapeutic  Groups  and  All 
(as  in  Level  1  pages  i  and  iii) 


Others 


DOCTOR'S  OWN  INFORMATION 

Page  ii 

2.  Doctor  and  Practice  Prescribing  Profile  Shows 
Prescribing  List  Size  •  Patients  65  and  Over  •  Number 

of  Prescribing  Units  for: 
Dr  Model  A,  the  Practice  and  the  FPC  and  then  the  Overall.  6  Major 
Therapeutic  Group  and  All  Others  figures  of 

Number  of  Items 

Total  Costs  (£) 

Average  Cost  (£)  per  Item  for: 

Dr  Model  A  and  the  Practice 

PRACTICE  INFORMATION 

Page  iii 

3.  Distribution  of  Practices  in  FPC  by  Number  of  Items  per 
1000  PUs  Shows  Number  of  Practices  vs  Total  Number  of  Items 
per  1000  PUs  and  where  Practice  and  FPC  mode  fall. 

4.  Distribution  of  Practices  in  FPC  by  Total  Cost  per  1000 
PUs 

5.  Distribution  of  Practices  in  FPC  by  Average  Cost  per 
Item  are  similarly  shown. 

Page  iv  to  ix 

6.  Major  Therapeutic  Groups  relating  to  BNF  Chapters 

Drugs  prescribed  by  Dr  Model  A 

Total  Number  of  Items  and  Costs  by  Section 

eg 2.1  Cardiac  Glycosides 

Leading  Cost  Sub-Section(s) 

eg2.6.2.  Calcium-Channel  Blockers 

Leading  Cost  Drugs 

eg2.4.0.  Atenolol 

Leading  Cost  Preparations 

eg 2.4.0.  Atenolol  Tab  lOOmg  (Calendar  Pack) 

Page  x 

All  Other  Drugs  and  Appliances  Prescribed  by  Dr  Model  A 
Total  Number  of  Items  and  Costs  by  Group 

eg  6.  Endocrine  System 
Leading  Cost  Preparations 

eg 6.7.3.  Danazol  Cap200mg 
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ANOTHER  \ 
FIRST 
FOR 
NOR  TON 


Available  in  the  following  presentations. 

Prazosin  Tablets  0.5  mg. 

Packed  inlOO's 

List  Price  £4.30 

Prazosin  Tablets  1.0  mg. 

Packed  in  100's 

List  Price  £5.50 

Prazosin  Tablets  2.0  mg. 

Packed  in  100's 

List  Price  £7.50 

Prazosin  Tablets  5.0  mg. 

Packed  in  100's 

List  Price  £16. 15 

X  NORTON 

 i   a  Division  Of   

Harris  Pharmaceuticals  Limited 

Patman  House,  George  Lane,  London  E18  2LS.  Tel  01-530  7166,  Fax  01-989  0452,  Tlx  897734. 
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omputer  systems  and  agreed 
Deal  formularies  may  provide 
aformation  on  essential  drugs. 

PACT  provides  some  of  the 
>asic  drug  use  information  for  a 
iractice  formulary,  and  practice 
ormularies  are  now 
■ecommended  as  one  of  the  ways 
o  achieve  rational  prescribing. 
Vloves  towards  more  rational 
describing  will  require  attitudinal 
hanges  and  one  of  the  most 
ffective  ways  to  change  attitudes 
s  group  discussions.  There  is  also 
vidence  that  those  doctors  who 
A'ork  together  to  produce  practice 
formularies  do  change  their 
prescribing  habits.  Nevertheless, 
there  is  further  evidence  that 
doctors  who  are  given  a  formulary 
but  are  not  involved  in  its 
production  can  also  change  their 
prescribing  habits. 

A  pharmacy  role? 

The  stage  is  set  for  community 
pharmacists  to  play  a  significant 
role  in  helping  CPs  to  achieve 
more  rational  prescribing.  Most 
have  good  contact  with  their  local 
doctors  but  may  not  have  asked 
them  about  the  implications  of 
PACT  and  whether  the  practice  is 
having  discussions  about  the  data. 
With  the  introduction  of  the  new 
contract  many  general  practices 
have  already  extended  their 
practice  meetings  to  discuss  all 
the  changes  that  need  to  take 
place  in  the  practice  to  meet  the 
new  requirements. 

Community  pharmacists  can 
greatly  assist  in  discussions  about 
prescribing  based  on  PACT  data, 
and  in  the  development  of  practice 
formularies.  It  is  an  advantage  to 
both  GPs  and  community 
pharmacists  to  closely  co-operate 
in  this  task  and  work  out  agreed 
local  prescribing  policies.  Other 
groups  of  practices  in  the  area  or 
the  local  FPC  itself  may  already  be 
developing  a  local  GP  formulary. 
Pharmacists  should  find  out  about 
these  initiatives  and  become 
involved  in  the  discussions  as  they 
can  contribute  considerable 
expertise. 

A  doctor  may  consider  certain 
options  in  reviewing  patient 
treatment  of  specific  diseases 
such  as  reviewing  the  need  for 
medication,  whether  there  are 
non-drug  alternatives,  what 
quantity  of  drug  is  given  per 
prescription,  whether  there  are 
generic  alternatives,  cheaper 
versions  or  alternative  drugs. 
PACT  can  provide  the  examples 
of  drug  treatment  choice  (Level 
3.8)  that  doctors  need  in  this 
process  and  pharmacists  can  help 
in  their  assessment. 

For  example,  higher  than 
average  antibiotic  costs  for 
infections  can  sometimes  be 
caused  by  the  prescribing  of  one 
or  two  more  expensive  drugs  such 
as  Minocin  for  acne.  Doctors  and 


Table  3 

PRESCRIBING  INFORMATION  LEVEL  3 


PRACTICE  INFORMATION 

1,3,4,  and  5  as  pages  i  and  iii  of  Level  2 

DOCTOR'S  OWN  INFORMATION 

2.  as  page  ii  of  Level  2 
Page  iv  and  v 

6.  Summary  of  Prescribing  by  Therapeutic  Group  for  Dr 

Model  A 

Total  Number  of  Items  •  Total  Cost  £  •  Items  per  1000  Patients  • 
Cost  (£)  per  1000  Patients  •  Items  per  1000  PUs  •  Cost  (£)  per 
1000  PUs  for: 

BNF  Chapter  1-15/BNF  Therapeutic  Group  with  subtotals 

Special  Groups  -  Non  BNF  (18-23)  with  subtotals 

eg  Preparations  used  in  diagnosis  and  Total  for  all  prescribing 

PRACTICE  INFORMATION 

7.  Number  of  Items  and  Cost  (£)  per  1000  Patients/PUs  for 
all  prescribing  for  Practice  and  compared  to  FPC 

DOCTOR'S  OWN  INFORMATION 

8.  Therapeutic  Group(s)  requested  by  GP 

Quantity  •  Number  of  Prescriptions  •  Cost  (£)  for: 
eg  5.  Infections 

5.1  Antibacterial  Drugs 

5.1.1  Penicillins 

5.1.1.1  Benzyl  Penicillin  and  Phenoxymethylpenicillin 
Phenoxymethylpenicillin  (Penicillin  V)  with  subtotals 
Penicillin  V  Cap  250mg 
Penicillin  V  Elix  125mg/5ml 


pharmacists  have  to  assess  the 
cost  versus  the  benefits  to  the 
patient  of  a  more  sophisticated 
preparation.  In  the  case  of 
antihypertensives  there  are  many 
factors  to  consider.  The  doctor's 
rationale  for  prescribing  includes 
judgements  on  what  level  of  blood 
pressure  to  intervene  at,  and 
whether  it  is  better  to  treat  older 
patients  with  a  diuretic  rather  than 
a  betablocker.  If  a  betablocker  is 
preferred,  a  more  cardioselective 
one  may  have  considerable  clinical 
advantage  over  a  cheaper,  less 
selective  one.  Similar  arguments 
apply  to  the  bioavailability  of  drugs 
from  proprietary  or  generic 
medicines. 

The  effect  of  the  contract 

There  are  two  major  changes 
which  will  affect  general  medical 
practice  the  first  is  the  new 
contract  of  service  for  GPs,  which 
was  introduced  from  April  1 .  The 
second  is  the  proposed 
introduction  of  indicative  drug 
budgets  for  practices,  as  outlined 
in  the  Government's  White  Paper 
"Working  for  Patients"  prior  to 
the  NHS  and  Community  Care 
Bill. 

As  yet  it  is  unclear  just  how 
tightly  the  Treasury  will  control 
the  flow  of  money  to  regional 
health  authorities  and  thence  to 
FPCs  for  GP  prescribing  budgets. 
However,  FPCs  —  Barnsley, 
Leeds,  Northumberland, 
Shropshire,  Surrey  and  Trafford 


—  have  already  been  involved  in 
pilot  studies  based  on  PACT 
information,  and  results  are  to  be 
published  shortly  by  the 
Department  of  Health.  Each  FPC 
is  looking  at  a  different  aspect  and 
these  include  giving  prescribing 
advice  to  GPs,  publishing 
newsletters,  setting  up  local 
formularies  and  visiting  practices 
with  above  and  below  average 
prescribing  cost. 

Potential  for  savings 

It  looks  as  though  there  is 
considerable  potential  for 
substantial  savings  in  drug  costs 
by  quite  small  changes  in  GPs' 
prescribing.  Apart  from  the 
introduction  of  indicative 
prescribing  budgets,  the 
Government  wants  to  foster  the 
production  of  agreed  local 
formularies  in  an  attempt  to  exert 
"downward  pressure"  on  drug 
expenditure.  The  reasoning 
behind  this  is  that  drug  cost  must 
be  monitored  as  an  average 
practice  of  5000  patients  with  four 
doctors  prescribes  nearly 
£300,000  worth  of  drugs  a  year. 

Medical  advisers  are  to  be 
appointed  to  FPCs  to  advise  on  all 
aspects  of  prescribing.  They  will 
be  involved  in  identifying 
problems  with  high  prescribing 
costs  in  certain  practices,  visiting 
practices,  making  specific 
recommendations  to  practices  and 
FPCs  on  prescribing  and 
monitoring  the  overall  situation. 


According  to  the  White  Paper, 
FPCs  may  eventually  have  the 
power  to  impose  financial 
penalties  on  practices  that 
continue  to  have  high  prescribing 
costs  which  cannot  be  justified. 

It  is  difficult  to  see  how  the 
present  PACT  information 
system  could  be  used  to  operate 
the  indicative  drug  budget  scheme 
as  it  does  not  adequately  take  into 
account  the  age-sex  structure  of  a 
practice  list,  nor  the  social  and 
economic  circumstances  of  the 
patients.  Certainly  a  major 
improvement  on  PACT  would  be 
needed  to  overcome  the  problem 
that  it  does  not  relate  to  clinical 
care  indications  nor  to 
consultation  rates. 

PACT  and  budgets 

Further  problems  arise  with 
respect  to  whether  prescriptions 
are  issued  for  purely  medical 
reasons  or  whether  there  are 
medico-social  reasons,  for 
example  when  in  deprived  areas 
prescriptions  are  issued  for  over- 
the-counter  items.  Unless  doctors 
in  a  practice  have  a  policy  of  only 
prescribing  for  their  list  patients, 
no  really  valid  comparisons  can  be 
made  between  individual  partners 
in  their  prescribing  costs. 

Repeat  prescriptions  give  the 
same  problems,  prescriptions 
may  not  be  initiated  by  the  doctor 
on  whose  list  the  patient  is 
registered.  High  cost 
prescriptions  may  also  be  initiated 
by  hospital  doctors  and  repeated 
by  GPs.  The  PPA  is  aware  of 
these  problems.  As  an  initial 
improvement  it  will  shortly  make 
Level  1  information  available  on  a 
monthly  basis.  Also  GP  trainees' 
prescribing  will  be  shown 
separately  and  it  is  proposed  that 
information  on  repeat  prescribing 
will  eventually  be  available  (repeat 
prescribing  can  make  up  as  much 
as  66  per  cent  of  a  practice's 
prescribing). 

PACT  information  affords  the 
opportunity  for  community 
pharmacists  to  become  involved  in 
local  primary  care  prescribing 
policies.  If  pharmacists  take  no 
action  or  the  value  of  their  advice 
goes  unrecognised,  this  window 
of  opportunity  may  close. 
Further  reading 

1.  PPA,  PACT  GP  Prescribing, 
DHSS,  London,  1988. 

2.  Department  of  Health,  Working 
for  Patients,  HMSO,  London, 
1989. 

Kathryn  Griffiths  from  the  West 
Midlands  Adverse  Drug  Reaction 
Reporting  Centre  is  secretary  of  the 
UK  Drug  Utilisation  Research 
Group  and  Dr  Tony  Williams,  is 
associate  postgraduate  adviser  in 
general  practice,  West  Midlands 
Regional  Health  Authority  and 
University  of  Birmingham  and  a 
visiting  senior  clinical  lecturer, 
University  of  Warwick 
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Dressing  wounds 

Wound  management  expert  David  Morgan  MRPharmS,  chief  administrative  pharmaceutical  officer,  Clwyd  Health 
Authority,  guides  pharmacists  through  the  dressings  maze  —  old  and  new. 


During  the  last  two  years  a  limited 
range  of  modern  wound 
management  products  has  been 
added  to  the  Drug  Tariff  (Table  1 ) . 
It  is  expected  that  further 
products  will  be  added  during  the 
next  year  and  all  these  changes 
will  be  of  considerable  benefit  to 
the  patient  being  treated  in  the 
community. 

General  principles 

When  looking  at  wounds  it  is 
important  to  examine  the  whole 
person.  Co-existing  diseases  such 
as  anaemia,  diabetes  and 
rheumatoid  arthritis  may  influence 
the  healing  of  the  wound.  Pain 
relief  may  be  required  because  of 
infection  or  oedema.  Eczema, 
infection  and  lymphoedema  must 
be  treated  and  the  skin 
surrounding  the  wound  cared  for. 

Wound  treatment  should 
always  be  non-toxic,  non- 
allergenic,  non-sensitising  and  as 
bland  as  possible.  The  aim  is  to 
provide  a  moist  environment  over 
the  wound  which  will  enhance 
healing  and  remove  the  adverse 
influences  delaying  healing. 


Wound  types 


The  most  common  wounds  seen 
in  the  community  are  leg  ulcers 
and  pressure  sores.  The 
incidence  of  leg  ulcers  in  the  UK  is 
0.5  per  cent-2  per  cent;  the  two 
most  commonly  found  are  venous 
and  arterial  leg  ulcers.  The 
majority  of  these  are  treated  by 
district  nurses.  Various  studies 
have  shown  that  75  per  cent  of  leg 
ulcers  are  venous,  8  per  cent 
arterial  and  17  per  cent  mixed 
(venous/arterial). 

Over  6  per  cent  of  hospital 
patients  have  pressure  sores 
which  cost  ,  the  NHS 
approximately  £200  million  per 
year.  The  pathogenesis  of 
pressure  sores  is  complex  but  the 


Granuflex  just  before  removal 

main  factors  causing  their 
formation  are  pressure,  friction 
and  shearing  forces.  These 
combine  to  deprive  tissues  of  their 
blood  supply  by  occluding  the 
microcirculation  causing  the 
ischaemic  tissue  to  die  and 
ulcerate.  Susceptible  candidates 
are  those  who  are  bedfast 
(immobile),  mentally  ill,  singly  or 
doubly  incontinent  and 
malnourished. 

Reducing  pressure,  friction 
and  shearing  forces  are  the  first 


pressure  on  the  wound.  This 
position  must  be  changed  at 
regular  intervals  to  prevent  the 
formation  of  new  pressure  sores. 
Devices  such  as  sheepskins  and 
fleeces  can  be  used  to  reduce 
pressure  and  friction. 

The  "ideal"  dressing 

There  is  no  "ideal' '  dressing  that 
can  be  used  on  all  wounds.  Some 
■of  the  characteristics  shown  in 
Table  3  are  features  of  many 


Non-or-low  adherent  dressings  ai 

cheap  and  are  good  alternative 
for  traditional  dressings  such  M 
gauze,  gamgee,  lint  and  cottql 
wool.  A  secondary  dressing  \ 
usually  required.  As  they  do  nil 
absorb  large  quantities  of  exudati  $ 
their  use  is  restricted  to  flat,  diT 
wounds  or  to  lightly  exuding,  fa 
wounds. 

Semi-permeable  films  are  fair] 

similar  except  that  Transite  is  J 
two  tier  film  formed  from 
hydrophilic  and  a  hydrophob;> 
layer  containing  fine  slits  throu^: 
which  excess  exudate  can  pas^ 
Films  cool  the  surface  of  to 
wound  and  there  may  be  sorr| 
adhesive  trauma  on  removaj 
Excessive  exudate  mal 
accumulate  under  the  film  durira 
use,  which  may  necessitate  thj 
application  of  a  new  film.  They  ai\i 
suitable  for  flat  wounds  (dry  an| 
moist)  and  as  a  secondarl 
dressing  on  other  wounds,  and  ara 
also  used  to  prevent  pressurj 
sores. 

Hydrogels:  Scherisorb  Gel  wa 
added  to  the  Tariff  on  May  1 .  Th| 
multi-purpose  dressing  can  b| 
used  on  most  wounds  and  is 


TABLE  2 

Wound  characteristics 

Flat,  dry,  eg  lacerations,  grazes 
Flat,  moist,  eg  superficial  burns 
Crater/cavity,  eg  stage  4  pressure  sore 
Granulating  (or  hypergranulating) 
Epithelialisation 
Exuding  —  high,  medium,  low 
Sloughy 
Infected 

Malodourous,  eg  fungating  carcinoma 
Necrotic,  eg  black  heel 


Iodosorb  ointment  in  use 


steps  in  treating  pressure  sores. 
Sites  most  at  risk,  such  as  heels, 
sacrum  and  hips,  should  be 
protected  by  positioning  the 
patient  so  that  there  is  no 


TABLE  1  PRODUCTS  RECENTLY  AVAILABLE  IN  DRUG  TARIFF 

Date  available  Product  Size(s)  available 


1.6.88 

Inadine 

5  x  5cm 
9.5  x  9.5cm 

1.7.88 

Granuflex 

10  x  10cm 

1.7.88 

Kaltostat 

5  x  5cm 

1.7.88 

Sorbsan 

5  x  5cm 

1.2.89 

'Lyofoam 

7.5  x  7.5cm 
10  x  10cm 

1.4.90 

Comfeel 

10  x  10cm 

1.5.90 

Scherisorb  gel 

15g 

modern  wound  management 
products.  In  the  absence  of  an 
"ideal"  dressing,  a  product  with 
the  characteristics  required  is 
chosen  to  treat  a  particular  stage 
of  wound  healing.  As  the  wound 
heals,  an  alternative  dressing  with 
different  characteristics  can  be 
substituted  to  continue  to  its  next 
healing  phase. 

Wound  products 

Over  the  past  five  years  many 
new  wound  management 
products  have  been  marketed.  Up 
until  recently  only  a  few  of  these 
products  were  available  for  use  in 
the  community.  Table  4  shows  the 
different  classes  of  products 
currently  available. 


useful  substitute  for  gauze  packin 
in  cavity  wounds  and  fol 
chlorinated  solutions  (Eusol 
Chlorasol,  Dakins)  in  desloughin, 
wounds. 

HydrOCOlloids:  Comfeel  was  addef 
to  the  Drug  Tariff  on  April  1 
Comfeel  and  Granuflex  are  th< 
only  hydrocolloids  available  in  th(. 
Tariff  and  in  only  one  size  —  lOco 
by  10cm.  Comfeel  paste  an<| 
powder  and  Granuflex  granule:; 
and  paste  are  not  in  the  Tariff  s< 
there  is  no  hydrocolloid  available 
for  cavity  wounds.  This  restrict: 
the  use  of  Comfeel  and  Granufle) 
wafers  to  exuding  wounds  whicl 
are  fairly  superficial. 

Both  hydrocolloids  are  contra 
indicated  where  anaerobic; 
infection  is  suspected.  During 
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TABLE  3 

The  ideal  dressing  should: 

(a)     Provide  the  optimum  environment  for 
wound  healing 

Maintain  a  moist  environment  at  the 
wound-dressing  interface 
Allow  gaseous  exchange  of  oxygen, 
carbon  dioxide  and  water  vapour 
Provide  thermal  insulation 
Be  impermeable  to  micro-organisms 
Be  free  from  particulate  contaminants 
Be  non-adherent 
Be  safe  to  use 

Be  acceptable  to  the  patient 
Have  high  absorption  characteristics 
Be  cost  effective 
Be  a  carrier  for  medicaments 
Be  capable  of  standardisation  and 
evaluation 
(n)     Allow  monitoring  of  the  wound 
(p)     Provide  mechanical  protection 
(p)     Have  properties  which  remain  constant 
(q)     Be  non-inflammable 
(r)      Be  sterilisable 
(s)     Be  conformable 

(t)  Be  available  in  hospital  and  community 
(u)     Require  infrequent  changing 


(b) 

(c) 

(d) 
(e) 
(0 
(g) 
(h) 
(i) 
0) 
(k) 
(1) 
(m) 


Johnson  &  Johnson 's  Inadine 


use,  the  dressing  in  contact  with 
the  wound  liquifies  producing  a 
"slough-like"  liquid  with  a  strong 
odour.  The  patient  and  the  nurse 
should  be  warned  of  this.  No 
secondary  dressings  are  required 
and  both  are  waterproof  —  so 
patients  can  bathe  or  shower. 

Coloplast  have  recently 
marketed  Comfeel  pressure 
relieving  dressing  specifically  to 
provide  local  pressure  relief. 
Xerogels:  Debrisan  (beads,  paste) 
and  Iodosorb  (beads,  ointment) 
are  available  on  FP10  prescription 
and  can  be  used  in  wounds  with 
craters  or  cavities.  Debrisan  is 
suitable  for  sloughy,  exuding 
wounds  and  Iodosorb  for  infected, 
exuding  wounds.  They  should  not 
be  allowed  to  dry  out  and  should 
be  changed  daily  or  when  they  are 
saturated  with  exudate.  As 
Iodosorb  contains  iodine,  it  should 
not  be  used  in  patients  with  known 
or  suspected  iodine  sensitivity. 

Alginate  dressings:  Sorbsan  and 

Kaltostat  are  the  only  ones  in  the 
Tariff.  Alginate  dressings  are 
manufactured  from  seaweed  and 
are  haemostatic.  They  require 
secondary  dressings.  Alginates 
should  only  be  used  on  exuding 
wounds  (they  are  not  indicated  for 
dry  wounds).  A  useful  addition  to 
the  Tariff  would  be  the  alginate 
packing  or  ribbon  preparations  for 
use  in  wounds  with  cavities. 
Foams:  Lyofoam  is  the  only  foam 
dressing  in  the  Drug  Tariff  and  is 
useful  for  medium  and  high 
exuding  flat  wounds.  Having  been 
withdrawn  from  sale  in  some 
European  countries,  Silastic  foam 
continues  to  remain  available  in 
hospitals  in  the  UK.  Intrasite 
cavity  wound  dressing  has 
recently  been  marketed  and  is 
designed  to  overcome  the 
problems  associated  with  dressing 
wounds  with  cavities. 


Odour  absorbing  dressings:  De 

odourising  dressings  are  not  in  the 
Drug  Tariff  and  should  be  made 
available  for  the  treatment  of 
'  discharging,  infected, 
malodourous  wounds.  All  the 
dressings  contain  a  layer  of 
activated  charcoal  which  controls 
the  offensive  odour.  They  also 
reduce  excessive  exudate  and 
adsorb  bacteria. 

Paste  bandages  are  mainly  used 
to  treat  skin  conditions  associated 
with  leg  ulcers  such  as  eczema. 
Many  patients  are  sensitive  to 
some  of  the  constituents  such  as 
parabens  preservatives,  zinc, 
lanolin,  clioquinol  and  ichthammol. 
Bandages  containing  gelatin 
should  be  avoided. 

Paraffin  tulle  (non-medicated) 

dressings  are  impregnated  with 
different  weights  of  white  or 
yellow  soft  paraffin  per  unit  area. 
There  may  be  some  adherence  to 
the  wound  and  the  dressings 
should  be  changed  frequently  to 
avoid  drying  out  and  incorporation 
in  granulation  tissue.  They  always 
require  secondary  dressings. 
Tulle  dressings  are  cheap  and 
useful  for  clean,  superficial 
wounds. 

Tulle  (medicated)  dressings: 

Bactigras,  Clorhexitulle  and 
Serotulle  all  contain  0.5  per  cent 
chlorhexidine.  In  my  opinion 
Fucidin  Intertulle  is  not 
recommended  for  wound  care 
because  hypersensitivity 
reactions  may  occur  and 
resistance  is  readily  acquired. 
Similarly  hypersensitivity 
reactions  may  occur  with  Sofra- 
tulle  as  it  contains  10  per  cent 
lanolin  and  framycetin;  cross- 
sensitisation  may  occur  with 
aminoglycosides  like  neomycin 
and  kanamycin  and  absorption 
may  produce  ototoxicity  if  used  on 
large  areas. 


Other  topical  antibiotics: 

Antibiotics  should  not  generally  be 
applied  topically  but  should  be 
given  systemicafly.  Controlled  use 
of  topical  antibiotics  will  eliminate 
some  of  the  problems  associated 
with  plasmid  transfer  and 
induction  of  antibiotic  resistance 
by  inappropriate  use.  Sensitivity 
reactions  which  can  cause  harm 
and  delay  healing,  will  also  be 
reduced.  Cicatrin  cream,  powder 
and  aerosol  are  not  recommended 
for  wound  care. 

Antibacterials:  Fiama  zine  is 
widely  used  to  treat  burns. 
Metrotop  (metronidazole)  gel  is 
used  to  control  odour  in  fungating 
wounds  but  is  only  available  on  a 
named  patient  basis  and  therefore 
its  use  is  restricted. 
Antiseptics  used  judiciously  and 
sparingly  are  preferable  to  topical 
antibiotics.  However,  there  are 
fears  about  the  toxicity  of 
antiseptics  and  their  use  should  be 
avoided  if  possible.  Solutions 
containing  cetrimide  are  not 
recommended  for  regular  use  for 
cleansing  because  cetrimide  is 
toxic  to  wound  tissues,  even  at 
low  concentrations.  Proflavine 
cream  has  little  or  no  activity  as 
the  proflavine  is  not  released  from 
the  emulsion.  Chlorhexidine, 
Inadine  and  other  povidone-iodine 
preparations  are  the  topical 
antiseptics  of  choice. 

Desloughers:  A  wound  will  not 

heal  until  the  slough  is  removed. 
Many  desloughing  agents  are 
toxic  and  are  not  recommended 
for  wound  care.  Chlorinated 
solutions  (Eusol,  Milton, 
Chlorasol)  are  not  recommended 
but  there  are  many  other 
alternatives  such  as  Scherisorb 
gel.  Varidase  should  be  reserved 
for  application  to  black  necrotic 
wounds  (eschar).  It  should  be 
applied  as  a  concentrated  paste  in 


Scherisorb  gel. 

Dyes:  Th  ese  agents  are  not 
recommended  for  wound  care. 

Miscellaneous  dressings: 

Normasol  and  Topiclens  are 
excellent  cleansing  solutions  for 
wound  care.  Many  other 
dressings  and  products  are 
available  but  these  are  expensive 
and  can  be  replaced  by  other 
products. 

Nutrition  and  healing 

A  balanced  diet  of  protein,  fat, 
carbohydrates,  vitamins  and 
minerals  is  necessary  for  optimal 
wound  healing.  Malnutrition  will 
delay  healing.  Proteins  are 
important  because  of  their  effect 
on  enzyme  production  and  repair 
and  maintenance  of  body  tissues. 
Vitamins  A  and  C  are  required  for 
collagen  synthesis  and 
maturation.  Zinc  supplementation 
is  important  for  wound  healing  in 
those  patients  who  are  zinc 
deficient  (although  this  is  difficult 
to  establish).  Zinc  also  plays  an 
important  role  in  collagen 
synthesis. 

Conclusion 

Wounds  appear  in  a  variety  of 
positions,  sizes  and  shapes.  There 
is  no  "ideal"  wound  management 
product  but  there  are  products 
which  are  ideal  for  treating  specific 
stages  of  healing.  Although  the 
number  of  products  for  use  in  the 
community  is  slowly  increasing,  a 
greater  variety  of  products  is 
required  to  treat  fungating 
wounds  and  cavities. 
Additional  reading 
Formulating  of  wound 
management  products  (3rd 
Edition,  1989);  The  care  and 
management  of  leg  ulcers  (2nd 
Edition,  1987);  are  available  at£l 
each  from  the  author. 


TABLE  4 

Wound  management  products 

Non  or  low  adherent 
dressings 

Semipermeable  films 

Hydrogels 

Hydrocolloids 

Xerogels 

Alginates 

Foams 

Odour  absorbers 

Paste  bandages 

Paraffin  tulle  (non- 
medicated) 

Tulle  (medicated) 

Topical  antibiotics 

Topical  antibacterials 

Antiseptics 

Desloughers 

Dyes 

Miscellaneous 
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BUSINESS  NEWS 


S&N  results 
look  solid 

End  of  year  results  for  Smith  & 
Nephew  show  sales  up  from 
£597. 9m  to£710.1m,  an  increase 
of  almost  19  per  cent.  Pre-tax 
profits  also  rose  significantly, 
moving  from  £124. 2m  in  1988  up 
to  £144. Om  last  year,  a  16  per  cent 
improvement.  1989  was  the  15th 
successive  year  of  growth  in  the 
company's  profits. 

Sales  up  19pc  to  £710m 
Pre-tax  profit  up  16pc  to  £144m 
Earnings  per  share  up  llpc  to  lO.lp 
Dividend  up  12pc  to  4.25p 

In  the  UK  the  healthcare 
division  has  shown  improved  sales 
and^profits,  led  by  the  company's 
expanding  range  of  wound  healing 
and  synthetic  casting  products. 

The  pharma-med  division  has 
achieved  record  profits  with 
growth  of  12  per  cent,  and  the 
pharmaceutical  business  has 
continued  the  trend  of  previous 
years  with  23  per  cent  growth.  In 
the  UK  the  pharma-med  division 
performed  well,  growing  at  twice 
the  industry  average. 

The  ophthalmic  range 
performed  strongly  and  there  was 
good  growth  in  Minims. 

Glauline,  the  beta  blocker  for 
treating  glaucoma,  achieved  sales 
growth  of  40  per  cent  and 
captured  second  place  in  the 
ophthalmic  market. 

Smith  &  Nephew  show 
earnings  per  share  of  10. lp 
compared  to  9 . 1  p  in  1 988 ,  and  the 
total  final  dividend  recommended 
is  4.25p,  up  12  per  cent. 

Carier-Walface  have  acquired  the 
pregnancy  test  and  ovulation  kits 
company  Hygeia  Inc  from 
Tambrands.  They  have  assumed 
the  distribution  of  both  the  single 
and  double  First  Response 
pregnancy  tests  and  the  ovulation 
kits  with  immediate  effect.  The 
company  sees  the  products  as 
complementing  its  existing  line  of 
OTC  pregnancy  test  kits.  The 
OTC  pregnancy  test  market  in  the 
UK  was  worth  £10  in  1989  and 
grew  by  26  per  cent  year  on  year. 


Maws  babycare  range 
sold  by  Nicholas 


Addis  have  bought  the  Maws 
brand  babycare  range  from 
Nicholas  Laboratories  Ltd  with 
the  exception  of  Punch  and  Judy 
toothpaste,  KLN  and  Tancolin. 
The  company  plans  to  move 
production  of  the  products  to 
Addis'  Hertford  factory,  creating 
between  20  and  30  jobs  over  the 
next  four  months.  However, 
eventually  this  will  also  mean  50 
redundancies  at  Nicholas' 
Littleborough  factory,  though  the 
company  has  undertaken  there 
will  be  no  layoffs  before  August 
31. 

The  handover  of  the  range  will 
not  officially  take  place  until  June 
1 ;  until  then  Nicholas  will  continue 
to  distribute  and  market  the 
products. 

The  Maws  range  of  baby 
products  includes  teats,  feeding 


bottles,  sterilising  tablets,  a  range 
of  sun  protection  creams,  and 
feeding  and  sterilising  sets. 

Speaking  of  the  agreement 
Addis  managing  director  Robin 
Pegna  said:  '  'This  acquisition  fits 
neatly  into  the  long-term  future  of 
the  division.  We  have 
considerable  experience  in  the 
marketing  and  sales  of  products 
for  the  baby  market  and  look 
forward  to  handling  such  a 
prestigious  brand." 

Sue  Redwood,  the  divisional 
director  of  Nicholas  Laboratories' 
healthcare  division  said:  "The 
Maws  range  has  not  been  a 
mainstream  activity  for  Nicholas  in 
Europe.  With  the  sale  of  the 
Maws  range  we  shall  be  focussing 
on  our  core  household,  personal 
care  and  pharmaceutical 
businesses." 


Macarthy  target  hospitals 


Macarthy  have  reorganised  and 
upgraded  their  hospital 
distribution  service  and  have 
appointed  a  new  commercial 
manager,  Karen  McVey. 

"Macarthy  felt  the  hospital 
service  thought  we  were  more 
involved  in  the  retail  pharmacy 
sector,"  said  Ms  McVey,  "but 
with  the  appointment  of  myself, 
some  fine  tuning  of  the  service,  a 
new  product  list  and  an  effective 
emergency  service  the  company 
is  answering  these  doubts."  Ms 
McVey  is  a  former  drug  resource 
manager  for  the  NHS  and  joins 
Macarthy  from  the  Royal 
Marsden  in  Sutton. 


The  four  Thames  regional 
health  authorities  currently 
served  by  Macarthy  have  been 
circulated  with  a  new  product  list 
and  will  now  be  invoiced  along 
with  the  delivery  notes.  The 
upgrading  of  the  24  hour 
emergency  service  means  that, 
instead  of  a  list  of  telephone 
numbers  for  the  customer  to  run 
through,  Macarthy  now  use  just 
one  number  which  alerts  a  bleeper 
carried  at  all  times  by  the  duty 
manager. 

Both  NHS  and  private 
hospitals  will  be  able  to  use  the 
new  service,  and  if  it  does  well 
Macarthy  would  look  to  expand. 


AAH  buy  Raimes'  wholesale 


Raimes  Clark  have  sold  their 
wholesaling  operation  to  AAH. 

AAH  Holdings  director  Bill 
Revell  told  C&Dthat  they  have 
not  bought  the  Edinburgh  based 
business'  retail  operation  with  its 
17-strong  Red  Band  chain. 


The  Raimes  wholesaling  site 
has  been  purchased  for 
redevelopment.  The  business  will 
transfer  to  the  Vestric  Milton 
Street  premises  in  the  same  city, 
and  will  continue  to  supply  the  Red 
Band  chain. 


Sunday 
trading  Bill 
falls 

Retail  pharmacies  with  a  total: 
sales  area  not  exceeding  3,000 
square  feet  would  have  been 
permitted  to  set  their  own  Sunday 
trading  hours  under  a  Private1 
Member's  Bill  which  failed  to; 
secure  a  second  reading  in  thej 
Commons  last  week. 

Mr  James  Couchman  (Con), 
chief  sponsor  of  the  Bill,  explained 
that,  apart  from  special; 
categories,  including  pharmacy,1, 
the  permitted  trading  hours 
authorised  by  the  Bill  in  England 
and  Wales  would  be  limited  to 
between  12  noon  and  6pm. 

He  claimed  that  its  provisions, 
formed  the  basis  for  the 
consensus  which  the  Government! 
had  been  seeking  since  its  own! 
measure  to  deregulate  Sunday 
trading  was  defeated  in  1986. 

Mr  Couchman  said  a  code  of 
practice  would  provide  safeguards 
for  workers,  and  local  authorities 
would  be  empowered  to  licence; 
the  shops  which  wished  to  open  on 
Sundays. 


Jeyes  record 

The  Jeyes  Group  have  announced 
record  end  of  year  results  with 
turnover,  profits,  and  earnings 
per  share  all  up.  Sales  have  risen 
by  23  per  cent  to  £44. 6m  while 
pre-tax  profits  jumped  from 
£1.6m  to  £2. 4m,  an  increase  of 
almost  50  percent. 

The  wipes  market  was| 
variable,  partly  because  the 
company  operates  in  three 
different  market  segments.  Jeyes 
traditional  flat  pack  toilet  tissue  I 
showed  a  3  per  cent  growth  — 
signs  of  a  mature  product,  the 
company  believes. 

In  contrast,  Wet  Ones  have 
won  a  75  per  cent  share  of  this 
segment. 

Earnings  per  share  for  Jeyes  I 
have  increased  from  15.  lp  in  1988 
to  16. 2p  last  year.  The  company 
has  announced  a  total  final 
dividend  of  4. 7p. 
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Jenks  survey  shows 
makers'  sales  costs 


The  cost  of  the  average 
salesman's  call  on  an  independent 
retail  pharmacy  ranges  from  £8  to 
£26,  the  revenue  generated  per 
call  varies  from  £50  to  £174,  and 
the  order-to-call  rate  can  be 
anywhere  between  40  and  90  per 
cent.  These  are  the  main  findings 
of  a  survey  commissioned  by  the 
Jenks  Group,  the  grocery 
marketing  and  distribution 
company  which  is  targeting 
pharmacy  as  its  growth  area 
(C&D  February  10,  p214). 

The  average  sales  force 
serving  retail  chemists  is  12  to  20 
people;  few  companies  call  on 
more  than  5,000  outlets  and  call 
cycles  are  generally  8  to  12 
weeks,  except  for  the  top 
500-1,500  outlets. 

' '  Both  sales  volume  and  sales 
force  costs  are  critical  factors, 
particularly  for  companies  with 
£lm-£3m  of  chemist  business," 
says  Richard  Onion,  business 
development  director  of  Jenks. 
"There  appears  to  be  a  low 
awareness  of  salesforce  costs  and 
performance  ratios  in  many 
companies.  Actual  direct  field 
sales  force  costs  vary  from  1 5  per 
cent  to  27  per  cent  of  sales 


through  independent  pharmacy 
outlets." 

Jenks'  alternative  is  their  own 
marketing,  sales  and  distribution 
operation,  which  allows  a 
manufacturer  looking  to  reduce 
overhead  costs  to  take  all  or  some 
of  the  network.  It  also  allows  the 
manufacturer  to  spread  these 
overheads  with  other  Jenks' 
principals.  For  the  pharmacist, 
Jenks  believes  that  they  would  be 
able  to  supply  the  whole  range 
foproducts  from  a  single  source. 
At  present  retail  pharmacists  see 
up  to  eight  salesmen  a  day. 

Sales   representatives'  salaries 

increased  by  about  9  per  cent  last 
year  and  those  of  sales  directors 
increased  by  about  10.5  per  cent, 
according  to  Hay  Management 
Consultants,  who  are  predicting 
even  higher  rises  for  the  coming 
year.  A  study  of  37  fast  moving 
consumer  goods  organisations  in 
the  UK  showed  the  median  base 
salary  of  a  field  sales 
representative  to  be  £12,000,  an 
area  sales  manager  £19,000, 
national  accounts  executive 
£16,000  and  national  accounts 
manager £22,600. 


COMING  EVENTS 


Royal 
makes  money 

New  lOp  and  5p  coins  have  been 
announced  by  the  Royal  Mint.  The 
new  5p  coin  will  come  into 
circulation  on  June  27  and  is 
described  as  "similar  in  size  and 
weight  to  the  old  sixpence ' ' .  The 
updated  lOp  will  not  come  into 
circulation  until  1992. 

The  5p  will  continue  to  be 
made  of  cupro-nickel  and  bear  the 
same  design,  but  will  weigh  only 
3.25g  or  1.4g  less  than  the 
existing  5p  piece;  the  diameter 
will  be  reduced  from  23.6mm  to 
18mm. 

The  new  coin  will  also  have  a 
more  pronounced  milled  edge  to 
make  it  more  readily 
distinguishable  by  touch  for  the 
blind. 

The  5p  coins  currently  in 
circulation  will  remain  legal  tender 
until  the  end  of  the  year. 

The  Royal  Mint  says  the 
introduction  of  the  new  5p  and  lOp 
coins  will  complete  the  transition 
to  decimalisation  begun  in  1971, 
and  lighten  the  load  in  the  public's 
pocket. 


Disappearing 
Durex 


Research 
speeds  up? 

Twenty  four  new  chemical 
entities  were  introduced  to  the 
UK  market  in  1989,  a  41  percent 
increase  on  1988,  reports  the 
Centre  for  Medicines  Research. 
Of  the  24 ,  13  were  introduced  by 
European  companies,  the 
remainder  were  marketed  by  US- 
owned  companies. 

The  first  time  marketeers 
were  Ciba-Geigy's  Aredia 
(pamidronate  disodium)  an 
injectable  for  tumour-induced 
hypercalcaemia,  and  Merrell 
Dow's  Sabril  (vigabactrin),  the 
first  new  anti-epileptic  since 
valproate  in  the  early  '70s, 
records  the  CMR.  Sabril  is 
currently  restricted  for  use  in 
epilepsy  unresponsive  to  current 
therapy. 

Among  those  known  in  other 
countries  but  seen  for  the  first 
time  in  the  UK  are  Knoll's  anti- 
arrhythmic Arythmol 
(propafenone),  first  seen  in  West 
Germany  in  1977,  Lederle's 
antipsychotic  Loxapac  (loxapine) 
first  marketed  in  the  US  in  1975, 
and  Bristol-Myers  Squibb's 
antihyperlipidaemic  Lipantil 
(fenofibrate)  which  was  first 
launched  in  Italy  in  1961. 

Brimacon 
launched 

A  new  company  to  make  and 
market  impregnated  wipes  and 
swabs  has  been  started  in 
Haslingden.  Brimacon  Ltd  have 
three  former  employees  of  the 
Oldham-based  Seton  Healthcare 
group  on  their  board:  Brian 
Waugh  is  managing  director, 
Martin  Wagner  is  UK  sales 
director  and  Konrad  Ostmeiar  is 
Brimcon's  export  sales  director. 


ICI  have  pleasantly  surprised  the 
City  with  first  quarter  results  well 
above  expectations.  The  company 
has  reported  profits  before 
taxation  of  £4 14m,'  well  above 
analysts'  expectations  of  around 
£360m. 


AAH  go  to 
Scotland 

AAH  Pharmaceuticals  will  be 
staging  a  family  fun  day  and  trade 
show  on  Sunday  June  17  at 
Dalmeny  House,  West  Lothian. 
Celebrity  Leslie  Crowther  will  be 
top  of  the  bill. 

Customers  from  Edinburgh, 
Aberdeen,  Gateshead  and 
Glasgow  branches  can  apply  to 
them  for  tickets. 

Also  on  display  will  be  the 
Vantage  Symbol  Group,  Link 
Pharmacy  Systems,  the  AAH 
Healthcare  Centre,  Statim 
Finance,  and  Hillcross 
Pharmaceuticals. 


Wednesday,  May  9 

NPA  regional  dinner.  The  Swallow 
Trafalgar  Hotel,  Preston  New  Road, 
Samlesbury,  Preston  at  7.30pm. 
"Alio,  alio.  1992  —  a  pharmaceutical 
farce?"  by  Collette  McCreedy,  head 
of  public  affairs. 

Thursday,  May  10 

Isle  of  Wight  Branch,  RPSGB. 

Postgraduate  centre,  St  Mary's 
Hospital,  Newport,  at  7.30pm.  "The 
College  of  Pharmacy  Practice  " ,  a  talk 
with  video,  by  Michael  Bearran, 
DPhO,  Edgware  General  Hospital. 

Friday,  May  11 

Lanarkshire  Branch,  RPSGB. 

Moorings  House  Hotel,  Motherwell, 
at  7.30pm.  21st  anniversary  dinner. 
Guest  speakers:  Rt.  Hon.  John  Smith 
QC,  and  Mrs  Marion  Rawlings, 
RPSGB  president.  Contact  Mr  E. 
Mallmson  on  0698  852973. 


London  International  are 
investigating  ways  of  making 
Durex  more  "environmentally 
fnendly. " 

There  has  been  increasing 
concern  that  if  used  condoms  are 
flushed  down  the  toilet  they  end 
up  littering  the  seashore  and 
waterways.  A  spokesman  told 
C&D  that  condoms  are  already 
degradable  because  as  soon  as 
they  are  removed  from  their 
protective  packaging  they  are 
attacked  by  oxygen  and  ozone  in 
the  atmosphere. 

The  research  is  concentrating 
on  speeding  up  the  reaction  once 
the  products  are  discarded,  while 
making  sure  they  remain  safe  and 
effective  in  use.  It  would  be  some 
time  before  the  more  rapidly 
disappearing  product  reached  the 
market,  he  said. 
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APPOINTMENTS 


AAH 


A   PROFITABLE  PARTNERSHIP 

PHARMACISTS  FOR  SHOP  MANAGEMENT 

AND  OWNERSHIP 

AAH  Pharmacy  Concessions  is  the  company  that  runs  the  pharmacy  franchise 
scheme  and  we  are  looking  for  Pharmacists  to  manage  a  number  of  shops  which 
will  shortly  be  available  for  franchising.  The  managers  appointed  will  be  given  the 
opportunity  to  take  the  franchises  when  they  arise. 

The  successful  applicants  will  be  offered  highly  competitive  salaries  as  managers 
and  will  receive  a  comprehensive  package  of  help  and  training  when  they  become 

franchisees. 

At  present  we  have  opportunities  in 

PLYMOUTH  SOUTHAMPTON  CARMARTHEN 

SEATON  BRIGHTON  INVERNESS 

WAREHAM  EVESHAM  WIDNES 

Please  telephone  01-842  1408  (081-842  1408  after  May  6)  for  further  details  and 
an  application  form.  Your  career  as  an  owner  manager  could  start  today. 


TO  ADVERTISE  IN  THE  APPOINTMENTS 
SECTION  OF  C&D  CONTACT 
JASON  GALLUCCI  ON  TEL:  0732  364422  EXT  472 
COPY  DEADLINE  TUESDAY 4pm 
PRIOR  TO  PUBLICATION 
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APPOINTMENTS 


HAMPSTEAD  HEALTH  AUTHORITY 
ROYAL  FREE  HOSPITAL 

PHARMACY  TECHNICIAN 

(Grade  MT2:  £10,122-£12,388) 


INTO  THE  NINETIES  WITH 
A  NEW  CAREER  STRUCTURE 


At  the  Royal  Free  we  have  taken  the  opportunities 
provided  hy  Flexible  Grading  to  create  a  new 
structure  within  the  Pharmacy  Department 

Skilled  teams  of  Pharmacy  Technicians  take 
responsibility  for  the  provision  of  patient  services 
and  are  supervised  by  technical  managers  within 
each  section. 

You  will  play  an  important  part  in  the  teams 
providing  the  technical  service  in 

—  sterile  production 

—  non-sterile  manufacture 

—  drug  distribution/top-up 

—  in-patient  services 

—  out-patient  services 

—  clinical  trials 

where  the  training  will  prepare  you  for  progression 
to  a  managerial  position.  Work  experience  is 
supplemented  by  the  in-house  technician  training 
programme. 

If  you  are  enthusiastic,  willing  to  take  responsibility 
and  eager  to  further  your  career  then  why  not  pay  us 
a  visit  and  see  for  yourself. 

To  arrange  an  informal  visit  or  obtain  further 
information  about  the  post,  please  contact  Susan 
Conner,  Principal  Pharmacist  on  01-794  0500  Ext. 
3115. 

For  job  description  and  application  form  please 
contact  Sharon  Miller  on  071-794  0500  Ext.  4546. 

Closing  Date:  May  18th  1990 


Were 
where 
you 
want 
us  to 
be 


Join  us  now  and  you'll  receive  excellent 
training  in  all  professional  areas  as  well 
as  a  diversity  of  opportunities  in  either 
community  pharmacy  or  more  general 
management,  so  for  excellent  prospects 
and  real  flexibility  invest  with  Boots 

•  Pharmacist  salary  scale  £14,006  to 
£18,194  p  a  for  a  37V2  hour  week, 
depending  on  experience 

•  London  weightings  up  to  £1,736 

•  Profit  Earning  and  Christmas  Bonus 

•  Generous  staff  discounts 

•  25  days  paid  holiday  in  addition  to 
public  holidays 

•  Generous  relocation  assistance 
where  appropriate 

•  Zero  or  low  interest  car  loans 
available 

•  Generous  Company  pension  and  life 
assurance  schemes 

•  Reimbursement  of  RPSGB 
retention  fee 


Arndale 


Centre 
borough 


6-7  hours  daily,  though  one  full 
day  (7'/j  hours)  would  be  helpful 
Mr  K  Smith  0933  222019  (daytime; 
0536  723030  (after  7.30  pm) 


Evening  Pharmacist  6  pm  -  9  pm 
(Flexible  as  to  evenings  worked 
Mr  S  Wilson  021  631  2322 


THE 
PROFESSIONAL 
CHOICE 


To  find  out  more  about  the 
opportunities  in  your  local  area  please 
contact: 

MrCDGIass.MRPharmS, 
Professional  Recruitment  Manager, 
Boots  The  Chemists  Limited,  Personnel 
Department,  Head  Office,  Nottingham 
NG2  3  AA. Telephone  (0602)  592241 


AGENTS 


Sales  Agents  -  pharmacies 

Commission  agents  calling  on  pharmacies  in  (i) 
Lancs/Ches.  (ii)  Midlands  and  (iii)  London  inner 
suburbs,  required  for  established  holiday 

season  items  from  June  to  August. 
Ungrudging,  generous  commission  paid. 

Brief  details  please  to 
Rybar,  30  Sycamore  Road,  Amersham.  HP6  SDR 


HO 
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LABELLING  SYSTEMS 


STOCK  FOR  SALE 


04/90 


John  nicliardion 
Coni|»utferi  iid 


►  In  Pharmacy  Labelling 

►  In  Auto-order  Stock  Control 

►  In  Customer  Service 


-JML   

g^KK    ^Bf  ^^BHP^  fl  BP*'  'n  ingoing  Development 

For  Accurate  and  Reliable  Drug  Interactions  and  Patient  Records 

FREEPOST,  Preston  PR 5  6BR  Telephone:  (0772)  323763 


CHEMTEC 
SYSTEMS 

EXPERIENCE  COUNTS 

TIME  FOR  A  CHANGE  OF  SYSTEM? 

BUT  PRICES  ARETOO  HIGH  OR 
QUALITY  IS  TOO  LOW 

TRY  US  FOR  AN  ALTERNATIVE 


1st  FLOOR  OFFICES 
113  TOWNGATE,  LEYLAND 

PRESTON  PR5 1LQ. 
TEL:  0772  622839/622841 

FAX:  0772  622879 


ORALABEL  PC 


The  Ultimate  in  pharmacy  systems..." 

*  Versatile,  uncomplicated  labelling. 

*  Quickly  updated  patient  records. 

*  Full  BNF  warnings  *  Latin  dosages. 

*  Accurate  Interaction  Monitoring  ' 

*  Complete  systems  or  software  only. 

For  leaflets  or  a  demonstration,  phone  or  write 


Computer  Systems  Limited 


Village  Workshops,  Prestwich,  Manchester,  M25  8WB 
Tel:  061  773  7909 


SHADOW  LABELLING 


SHADOW  PLUS  y/19995 


PATIENT  RECORDS /2W\ 


PATIENT  RECORDS  PLUS  /  39995 


SHADOW  CONTROL  DOSAGE 


SHADOW  HOSPITAL  X24995 


COMPLETE  PATIENT  RECORDS  SYSTEM 


W    tor  your  nursing  home  business' 


'1,395; 


^t™4.'"Yw^\*'       5  7  Wa,er,°° 


.hardwire  if  software 


Leamington  Spa 
'^ZjTVZfT  ■    CV32  SLA 

■  8  '0976,336485 

a  division  of  Image  Micro  Systems  Ltd. 


PRICE  LABELS  —  FAST 

MOST  POPULAR  SIZES.  QUALITY  PRODUCTS. 


Plain 


21x12       Box  of  50,000  labels, 
White  or  Coloured 
Plain  or  Stock 
PR-Prints 


£35.00  per  box  +  VAT 

26x12  POST  FREE 


Special  offer  —  Buy  3  Boxes  Price  Labeller  Free 


YOUR  NAME 


Printed 


YOUR  NAME 


21x12       Box  of  50,000  labels, 
White  or  Coloured 
Printed  with  your 
name  etc 


£48.00  per  box  +  VAT 
26x12  POST  FREE 


Special  offer  —  Buy  3  Boxes  Price  Labeller  Free 

DISPENSING  LABELS  ALSO  AVAILABLE 

SPECIAL 

15% 
DISCOUNT 

STOCKS  LIMITED 

ON  ABOVE  ITEMS 
TO  ALL  CHEMIST  &  DRUGGIST 
CUSTOMERS 

CALL  0282  58701  NOW!! 


EXPRESS  LABEL  CO  LTD 
290  Briercliffe  Road,  Lanehead, 
Burnley,  Lanes 
Tel:  (0282)  58701 
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AN  INNOVATION  FROM  TEE  DEE  PRODUCTS  LTD 
FORGET  ME  NOT 

7  DAY  PILL  REMINDER 

*  BUSTER  PACKED 

*  BAR  CODED  HANGING  CARDS 

*  RECESSED  -  TO  AID  ARTHRITICS 

*  EMBOSSED  IN  BRAILLE 

*  FLEXIBLE  FOOD  GRADE  PLASTIC 

*  R.N.I.B.  LISTED 

*  AVAILABLE  IN  OUTERS  OF  50 

TO  PLACE  YOUR  ORDER  CONTACT 

TEE  DEE  PRODUCTS  LIMITED 

HIGHFIELD  HOUSE 

PILSLEY 

CHESTERFIELD 

S45  8EZ 
TE,.(0773)  590199 
(0773)872623 


SHOPFITTINGS 


OR    E    S-C    E    N  T 

INSTALLATIONS  LTD 


RETAIL  DESIGN  •  SHOPFITTING 

SPECIALISTS  IN  PHARMACY 
SHOPFITTING  AND  REFURBISHMENT 

1  62  ENTERPRISE  COURT, 
EASTWAYS,  WITHAM,  ESSEX,  CM8  3YN 
TELEPHONE:  0376  51  5556 


4'  AND  6'  GONDOLAS  4'  HIGH 
BASE  SHELF  15"  WIDE. 
FIRST  SHELF  12"  WIDE 
SECOND  AND  THIRD  SHELVES  9"s 
PRICE  4  FOOT  £420.00 
6  FOOT  £630.00 

TEL:  0384  73849 


NEED  A  FACELIFT? 


For  Design,  Planning,  Layout  and  Flexible  Modern 
Display  Equipment,  contact  Beanstalk  to  give  your 
business  —  both  Front  Shop  and  Dispensary  —  a 
facelift,  and  your  turnover  a  boost. 


Beanstalk  Ltd 
Terminus  Road,  Chichester 
West  Sussex,  P019  2TZ 
Tel:  0243  7881 11  (24hrs) 


i  a 


L  U  X 

1 

L  1 

N  E 

LUXLIIME 

the  specialists  in  pharmacy  shopfitting design  and 
construction 

8  Commerce  Wav,  Leighton  Buzzard,  Bedfordshire 
Telephone:  (0525)  381356;  Fax:  (0525)  382761 
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John  Bowler,  zone  general  manager.  The  Wellcome  Foundation  (far 
left),  and  Jeremy  Kelly,  senior  brand  manager,  Wellcome  Consumer 
Healthcare  division  (far  right),  presented  prizes  to  two  winners  who 
entered  their  Winter  window  display  competition  at  Crewe  Hall  on  April 
23.  The  winners  are:  Mr  T.  Hammond,  of  Walkers  Chemists, 
Cleckheaton,  who  won  the  first  prize  of  a  Sony  compact  video  camera; 
Mrs  MDemaid,  ofTowcester,  who  won  the  second  prize  of  a  Sony  remote 
control  video  recorder;  and  Mr  Vijay  Agravat  (not  pictured),  of  Oldham 
won  the  third  prize,  a  Sony  14in  remote  control  television.  Wellcome 
Consumer  Healthcare  has  also  awarded  thirty  runner-up  prizes  of  £25 
Marks  and  Spencer  vouchers 


Unichem's  Chemex  £1,000  winner,  Nick  Hussein,  is  shown  here 
receiving  his  cheque  from  Unichem 's  Graham  Moorcraft.  Mr  Hussein 
is  co-director  of  Kembers  &  Lawrence,  Camberwell,  London 


Sidmouth  pharmacy 
undergoes  restoration 


The  fascia  of  Cross  &  Herbert  in 
Sidmouth,  Devon  is  being 
restored  to  its  former  glory, 
reports  pharmacist  manager 
Selwyn  Kussman.  "Unfort- 
unately the  interior  is  modern," 
he  adds. 

The  building  is  one  of  two 
adjacent  houses  being  restored, 
both  of  which  were  once  part  of 
the  Hinton  Lake  chemist  shop 
located  on  the  premises.  Next 
door  has  since  been  sold  off. 

It  was  in  that  building  that  an 


old  Hinton  Lake  shop  sign,  written 
in  gold  leaf,  was  discovered. 
Sidmouth  museum  then 
approached  Cross  &  Herbert  to 
present  it  to  them,  says  Mr 
Kussman. 

With  local  Press  interestb 
aroused  he  took  the  opportunity 
to  show  off  the  prescription  books  5 
which  are  normally  kept  locked  up 
in  an  upstairs  room. 

Records  in  these  books  date 
back  to  the  1890s,  Mr  KussmarJ 
told  C&D. 


APPOINTMENTS 


NAWP 

executive 

The  National  Association  of 
Women  Pharmacists'  executive 
for  1990-91  is:  Peggy  Baker 
(president),  Sarah  Insole  (vice 
president),  Mary  Gwillim-David 
(honourary  secretary),  Estelle 
Leigh  (honourary  treasurer), 
Nicky  Foster  (honourary 
register),  Vela  Burden 
(newsletter  editor),  Cathey 
Holland  (publicity  officer),  Pat 
Hoare  (minutes  secretary), 
Connie  Perris,  Cherrie  Temple, 
and  Rosalind  Grant. 


CPP 

Governors 

The  College  of  Pharmacy  Practice 
has  announced  the  results  of  the 
recent  election  for  governors.  Mr 
A.M.  Crabbe,  Professor  P.H. 
Elworthy,  and  Dr  M.A.  Steane 
have  been  re-elected  and  will 
serve  for  a  further  three  years. 
Mr  I.  Sutcliffe  has  also  been 
elected  a  governor  and  will  serve 
for  a  period  of  two  years. 


Robinson  Healthcare  have  appointed 
Neville  Fishwick  as  marketing 
director;  Dav-id  Battershill  as 
general  manager  International 
Division;  and  Stuart  Gray  as 
senior  product  manager  for 
medical  products. 

The  National  Office  of  Animal  Health  have 
appointed  Mr  Peter  D.  Simm  as 
chairman  for  1990-91.  Mr  Simm  is 
managing  director  of  Norbrook 
Laboratories  (GB)  Ltd,  and 
qualified  veterinary  surgeon. 

Crookes  Healthcare  have  appointed 
Barbara  Hodgson  as  a  junior 
product  manager  to  assist  in 
managing  the  marketing  of 
Farley's  Meal  Timers. 

John  Richardson  Computers  Ltd  have 
appointed  Martyn  Harris,  as 
professional  services  manager, 
responsible  for  liaising  with 
pharmacists  and  the  professional 
bodies,  to  ensure  their  satisfaction 
with  JRC  products  and  services; 
and  Cliff  Whitehall,  as  EPoS 
project  manager. 

North  Tyneside  Family  Practitioner 
Committee  have  appointed  Chris 
Jones  as  general  manager.  He  is 
the  youngest  FPC  general 
manager  in  the  country  at  28. 

EGL  Foodbrokers  Ltd  have  appointed 
Bruce  Murray  as  managing 
director. 


Typesetting  and  graphics  by  Magset  Ltd.  Sidcup,  Kent.  Printed  by  Riverside  Press  Ltd,  Whitstable,  Kent.  Published  by  Benn  Retail  Publications  Ltd,  Sovereign  Way.  Tonbridge.  Kent  TN9  1RW. 
Registered  at  the  Post  Office  as  a  Newspaper  27/29/8s  Contents  :  Benn  Retail  Publications  Ltd  1990.  All  rights  reserved.  No  part  of  this  publication  may  be  reproduced,  stored  in  a  retrieval  system  or  transmitted 
in,  any  form  or  by  any  means,  electronic,  mechanical,  photocopying,  recording  or  otherwise  without  the  prior  permission  of  Benn  Retail  Publications.  Benn  Retail  Publications  Ltd  may  pass  suitable  reader  addresses 
to  other  relevant  suppliers  If  you  do  not  wish  to  receive  sales  information  from  other  companies,  please  write  to  Fraser  Murdoch.  Benn  Retail  Publications  Limited,  Sovereign  W  ay.  Tonbridge,  Ken*  TN9  1RW. 
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for  efficacy 
quality 
and  competitive 
i  prices 


Labiton  Kola  Tonic  and  Koladex 
Tablets  help  restore  and  maintain 
vigour,  energy  and  alertness. 

Halycitrol  the  highly  palatable  orange- 
flavoured  vitamin  supplement. 

Cerumol  Ear  Drops  for  the  loosening 
and  removal  of  ear  wax. 


Monphytol  colourless  brush-on  lotion 
goes  deep  to  the  site  of  infection  in 
athlete's  foot. 

Labosept  Pastilles  for  bacterial  and 
fungal  infections  of  the  mouth  and 
throat. 


Stock  the  range 
and  be  sure  of  satisfied  customers 


Laboratories  for  Applied  Biology  Ltd,  91  Amhurst  Park,  London,  N16  5DR  Telephone  01-800  2252 


Now  Hollister  will  stock  your  shelves 
with  Hollister*  Ostomy  products 


.•ijgajlrone 

I 


For  over  sixty  years  the  name  Hollister  has  been 
synonymous  with  the  highest  standards  of  quality 

and  care. 

From  1st  April  1990,  Hollister  Limited  will  assume  direct 
responsibility  for  the  marketing  and  distribution  of  the 
Hollister*  Ostomy  range  as  well  as  the 
InCare*  Incontinence  range  of  products. 

You  will  now  be  able  to  order  from  us  direct  as  well  as 
from  your  usual  surgical  dealer. 

Nothing  else  has  changed.  We  will  still  be  using  the 
same  style  boxes,  the  same  catalogue  numbers  and  the 


same  discounting  arrangements  you  have  previously 
enjoyed. 

Our  special,  'free  of  charge',  Orderline  service  will  deal 
promptly  with  your  requirements.  If  you  telephone 
0800  521392,  and  place  an  order  between  8.30am  and 
3.30pm  we  will  despatch  your  order  from  our  new 
distribution  centre  the  same  day  by  first  class  post. 

It  is  our  intention  to  provide  you  with  the  very  best  in 
professional  and  technical  support,  and  our  Professional 
Services  Team  will  be  happy  to  advise  you  on  any 
technical  or  product  queries;  simply  phone  0800  521 377. 


'Trademarks  of  Hollister  Incorporated.  USA, 


HOLLISTER 


Hollister*  products  are  marketed  in  the  United  Kingdom  by 

Hollister  Limited 
43  Castle  Street,  Reading,  Berkshire  RG1  7SN  ^ 
Telephone:  (0734)  59721 1  JKk 
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